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{_JOOVER Leadership can briefly 
J. ~~ be summarized in such definite 
terms as these: : 


More Hoover cleaners are in use 


than are any other kind. 

More money is invested by the 
public for the purchase of Hoover 
cleaners—daily, monthly, yearly— 
than for any other kind. 

More money is invested in the 
Hoover cleaners in use—by twice as 
much—as in any other kind. 
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The benefit of this Hoover Leadership to you, as a 


merchant, may be summed up in one brief statement: 
Every Hoover sale is a dealer sale 
THE HOOVER COMPANY, NORTH CANTON, OHIO 


The oldest and largest maker of electric cleaners 
The Hoover is also made in Canada, at Hamilton, Ontario 


‘The HOOVER 


IT BEATS... asit Sweeps as it Cleans 








by 


JUNE, 1929 





























Drop in for a chat at the 
N. E. L. A. Convention 


You’ll find our booth No. 430-2-4- 
6-8 a good place to rest, visit and 
meet your friends. Hoover Officials 
will be there to welcome you 
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ms WARREN TELECHRON 


ASHLAND, MNASRACHUE RT 5 





CATHEDRAL—$14 a CLINTON—$23 
HE Authorized Telechron Dealer Franchise has — manogany’ tibe> * ia-tone 
? , tras as . 4 4 Spanist high-lighted  finis} 
Bakelite case, Walnut finish brought far-reaching benefits to hundreds of reliable 320 "void finish dial, Ilu- 
ra oir ag ee © “gm e y mf . "4 minated by tiny Mazda lamp 
‘is, width 5%, depth 3¥,. dealers who have qualified to become merchandisers of — Heisnt. 6%. width 51s. 


the nationally advertised Telechron Springless Electric “°?" 7" 
Clocks. 

This Franchise opens the door to better merchandising 
and closer factory sales co-operation resulting in more 
sales and MORE PROFITS than ever before. The 
enthusiastic reception of this Plan by dealers from coast 
to coast confirms its many points of real benefit. 


The Telechron Authorized Dealer Sales Plan illus- 
trated above is packed with profit-building sales infor- 
mation on the line of unique, ultra-modern Telechron 

. Electric Clocks which take Observatory Time from the 
the Modeme manner silver, €lectric outlet—the greatest improvement in clock-  jyouidea case. Duco finish 
plated: case, Diack Bekele mskine in over 200 years! hk oe ee ee 
WRITE NOW OR MAIL COUPON FOR re eee nee 

DETAILS ON THE FRANCHISE 





CONSTANCE--$17 





Warren Telechron Co., 
651 Main St., 
Ashland, Mass. 


Please send. information on The SPRINGLESS ELECTRIC CLOCK 











tric Clocks and details of Accurately Regulated From the Power Station 

your Authorized Dealer (Priced from $14 t $1.100— Jels sail 

Sales Pla ’ t oO ot,— many modets avai * _ 

Sales Plan able with chime and strike features.) BEVERLY—$25 

Namo sis WARREN TELECHRON CO., 651 Main St.. ASHLAND, MASS. ies tn tetas 
In Canada, Canadian General Elec. Co., Toronto Spanish high-lighted finish. 

ae Foreign Representative: 3-in, silvered dial. Height 

acres “20000 International General Electric Co., Schenectady, N. Y. 5144. width 13%. depth 4. 
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HE survey has proved conclusively what has 
long been held theoretically to be true, that 
wants are almost insatiable; that one want satisfied 
makes way for another. The conclusion is that 
economically we have a boundless field before us; 
that there are new wants which will make way end- 
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A survey of city and village homes indicates the 
use of electricity for many additional applications of 
highly specialized devices. In 1928 apparently a 
large percentage of the homes wired for electricity 
had electric flatirons; less than one-third of them 
had washing machines; slightly over one-third of 
them had vacuum cleaners; less than 5 per cent had 
electrical refrigerators. We are far from the satu- 
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ELECTRICAL MERCHANDISING 





NEW 


CONSOLE 


NEW 
TONE 





Three A.C. Screen Grid Tubes 
— Built-in Dynamic Speaker 


1. Linear Power Detection with auto- 
matic grid bias. 


2. Detector directly coupled to output 
stage. 

3. New UX-245 Power Output Tube. 
4. Single dial station selector [{illumin- 


ated} with divisional and kilocycle 
markings. 


§. A.C. Operation — direct from the 


house-lighting circuit. 


6. Scientific Shielding — radio fre- 
quency and detector stages “totally shield- 
ed” individually and over-all. 


7. Phonograph jack at back of Re- 
ceiver —allows permanent phonograph 
connection. 


8. Period Cabinet—Finished in Ameri- 
can Walnut. 
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No. 642 
Stromberg-Carlson 


Art Console, usesthree 
UY-224, one U Y-227, 
one UX-245 and one 
UX-280 Radiotrons. 
Built-in Dynamic 
Speaker. 

Price, without tubes, 
East of Rockies... . 


$247.50 


Visit the Stromberg-Carlson Radio 
Exhibit, June 3-6 at the Drake Hotel, 
Chicago, Room Nos. 224-5-7 
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Titanic 
Amplification 


See the tremendous 
difference in the total 
amplification between 
the new screen grid 
Stromberg -Carlson 
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ard in radio. 
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HE exhibition of electrical appliances at the 
N.E.L.A. Convention, opening May 31, will un- C <0 ikea’ Saat | 
doubtedly prove one of the principal points of in- ORMNCTCIAL VEU eee 
terest to central station merchandising executives. WEDNESDAY, JUNE 5, 2:45 P.M. | 
No where else, perhaps, has such a display of electrical Meeting Room No. 1—Ballroom—Atlantic 
apparatus and devices been gathered under one roof for Citw Auditor 
the consideration of the merchandiser. It is for that i iilaailinaie 
reason, primarily, that the exhibit is being thrown open 2 :45—Overture. . 
for inspection three days prior to the opening of the 3 :00—Marshall E. Sampsell, chairman ; 
convention proper. Commercial National Section, Central Ilh- 
Almost every manufacturer of note in the electrical nois Public Service Co., Chicago, Il.; an- 
appliance field will be adequately represented. These nounce Nominating Committee. __ | 
will include the following principal lines: 3 :10—Lighting Bureau, T. O. Kennedy, | 
Heating appliances, Lighting equipment, Washing ma- chairman; The Ohio Public Service Co., 
chines and accessories, Wiring supplies, Radio receivers Cleveland, Ohio. “ a 
and equipment, Vacuum cleaners, Floor polishers, Re- 3:25—Power Bureau, V. M. F. Tallman, 
frigerators and cabinets, Ranges, Water heaters, Ironing chairman ; Charles H. Tenney & Co., Bos- 
machines, Oil heating equipment, Fans and_ blowers, ton, Mass. oa : | 
Clocks. 3:40—Merchandising Bureau, Frank D. 
Apart from these main lines there will be a variety of Pembleton, chairman; Public Service Elec- | 
miscellaneous appliances on display. tric & Gas Co., Newark, N. J. 
For the benefits of delegates to the convention desirous — ]| 4 :30—Industry Sales Conterence. 
of viewing all the exhibits, Electrical Merchandising pub- |, 4:50—Award of Prizes—K. W. H. Con- 
lishes a guide to the various manufacturer’s booths. They | oe ; 
are indexed for easy reference and a chart of the | 5 :05—Award e Federal rae | 
exhibit floor helps to locate the position of a particular || keane -ahiliniaremeanaaaa Committee. 
exhibit. A copy of this chart may be obtained on request — || 5:20—Adjournment. 
at booths 401-409 of the McGraw-Hill Company. | 
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“Under the plan 
of highly organized 
co-operative action, the 


combined costs of whole- 


saling and retailing can be cut 
practically in two. This lowering 
of expense plus real buying power will 
enable the retailer to approach the con- 
sumer with prices and attractive stores that will 
at once command patronage.” 


HE independent electrical dealer cannot dodge the 
question of chain competition. 

While there are, as yet, no large chain electrical 
houses, his business is no less directly invaded by the 
activities of chain department stores, chain mail order 
stores, chain hardware and drug stores, and all the 
rest of them. 

The matter of competing successfully, of survival 
even, cannot be put on any basis but that of economy in 
distribution. This is just as true of the chains as of 
the independent. If through organization, management 
and purchasing economies the chains today can serve 
the public at a less spread between the cost of goods 
from the manufacturers and the retail price, then the 
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public is being served and the public will support the 


chains. If, on the other hand, the independent retailers 
and jobbers will unite their strength and their abilities 
and effect the same economies in the cost of moving 
goods from producer to consumer, they will checkmate 
the chains. The independent retailer and wholesaler 
also have on their side an invaluable asset which no 
chain can ever have and that is the element of personality 
and a local position in their communities. 

I would like to direct the thoughtful consideration of 
electrical merchants (and jobbers) to two items which 
have recently appeared in the public press: 

Harvey S. Firestone has launched a $60,000,000 
effort to lower distribution costs of tires, gasoline, oil 
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and batteries. His plan 
is to establish super- 
service stations from 
coast to coast at which 
the motorist may buy 
everything he needs for 
his car. 

There are too many 
individual gas and oil 
stations, tire shops and 
battery shops. Distribu- 
tion costs are highly ex- 
travagant. Combination, 
one-stop stations, with a 
single overhead and uni- 
fied management will 
reduce costs materially. 

The Firestone Tire & Rubber Co. has authorized 
an appropriation of $30,000,000 to finance dealers in 
the erection of service stations, the company to own 
51 per cent of the stock. 

The ambitious merchandising program has been 
inspired largely by the success of individual dealers 
who operate combined oil and tire stations. It has 
been spurred also by the competition of the mail order 
houses whose low distribution costs have enabled them 
to cut prices ruthlessly. 

This clearly confirms the situation existing in the elec- 
trical field; the need of diversifying stocks, thus broad- 
ening the appeal to the consumer and securing a more 
uniform volume of sales throughout the year. 

The following are excerpts from an address before the 
Hartford (Conn.) Chamber of Commerce by Mr. E. A. 
Filene of Boston, internationally known economist and 
one of the great merchants of the country: 

“The individual merchant can survive the increasing 
chain store competition only through immediate and 
determined co-operation in forming buying pools and 
central management organizations. What we now 
know as the chain store is nothing compared to what 
is to come along this line,” he said. 

Individual merchants, Mr. Filene declared, can 
form themselves into associations which will perform 
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the CHAINS 


Organized cooperation between wholesaler 
and retailer will restore the independent 
merchant to a dominant postition. 


By S. J. Ryan 


President, Rines Brothers Company, Portland, Maine 


all the functions of the present chains and still retain 
their individual ownership and management. Posses- 
sing individual ownership and doing their own man- 
aging they can meet the chains at their weakest point, 
for the average chain store manager is not as 
resourceful nor does he have the same personal 
interest in his business as does the individual owner. 


LF NOT many of these phrases have a familiar ring 
in your ears? “Too many dealers”—“menace of the 
mail order houses’’—‘‘got to reduce overhead,” etc. are 
the time-worn if not time-honored bromides impressively 
uttered whenever electrical retailers have gathered 
together for the past several years. But the utterances 
have never been transferred into actions, and in this 
year 1929 we are still talking about them—and that is all. 

In the meantime consolidations in the various fields 
of retailing have been proceeding merrily on their several 
ways and the chain store is securing a steadily tightening 
grasp on distribution. Only very lately has anything 
been done by independents, who want to remain in- 
dependent, to counteract the activity of the chains. 
Mr. Filene points the way. 

While it would be folly to predict the eventual ex- 
tinction of the intelligent independent, no one who has 
made a study of the subject can dispute the fact that 
the expansion of chains, increasing as it is in ratio from 
year to year, has made the position of the independent 
merchant more difficult and may result eventually in the 
extinction or absorption of all but the most efficient of 
the independents—and they are the life blood of the 
wholesaler. 

Fortunately a way is open whereby sound electrical 
merchants may not only successfully combat the compe- 
tition of the chains but secure and preserve to themselves 
leadership in their respective communities. 

Up to now we have talked about the strength of the 
chain and its advantages and nothing of the weakness 
of the chain and its disadvantages. The outstanding 
weakness of chain operation is that no matter how in- 
genious is its mechanical control, how efficient its head- 
quarters operation and how brilliant its directing per- 
sonnel, it must of physical necessity depend for the 
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interpretation of its policies and for its contact with the 
keen and discriminating buying public upon an individual, 
the manager of its store in each locality. 


HE average manager of a chain store is not the 

equal of the intelligent independent retailer. But 
even if he were, there is a distinct psychological ad- 
vantage favoring the independent, other things being 
equal, and that its people just naturally prefer to trade 
with those they know and know about—their own towns- 
man. Chains labor under the handicap of “absentee” 
ownership, with only an incidental interest in the welfare 
of the communities in which they do business. Despite 
this, however, they continue to progress. 


HE weakness of the chain is the strength of the inde- 

pendent, but just think what the chain could accom- 
plish if it could add to its established advantages those of 
the independent, or what YOU, the independent retailer, 
could accomplish if you could add to your strength the 
strength of the chain. That is exactly the road that is 
open to electrical merchants—now open, in this month 
of June in this year 1929. 

In order to more clearly visualize our problem let us 
disregard the chain as a unit and reduce it to “per store,” 
because that is the independent’s competition, the chain 
store in his trading area. Now we know from estab- 
lished facts that the chains pay less for their merchandise 
per store than do independents in the same locality; we 
know their expense of operation per store is less; we 
know they turn their stocks more rapidly per store and 
therefore have less investment and less loss through de- 
preciation per store. The average chain store does a 
much larger volume per store than the average indepen- 
dent. Consequently their profit per store is greater— 
usually very much greater. 

These advantages are in part only due to size, volume 
and bigness. Bear in mind that nearly all the chains 
started with one store, the same as the independent. The 
advantages of chain operation are due primarily to 
management. 

It is important that the merchant or jobber reading 
this article does not lose sight of the fact that we are not 
discussing the question of the survival of the independent 
in the face of chain competition, but the great opportu- 
nity that exists today for the sound independent electrical 
retailer—for YOU if you please—to secure leadership in 
your community. I wish to also point out that even 
though you may be the leading retailer in your com- 
munity today, if you do not immediately prepare yourself 
to cope with the rapidly changing conditions your lead- 
ership in the future is not assured. Regardless of how 
good a job you are doing now, you can do a better one 
under the plan proposed. 


NLY the chain and the very largest independents are 

in a position to command the services of the best 
merchandising minds and to secure the benefits of the best 
in general management, advertising and sales promotion, 
finance and accounting and the various other phases of 
retailing. The individual store in the electrical field can- 
not hope to buy such brains, but a group of stores work- 
ing co-operatively through a central management can do 
so. It has been and is being done in other fields of re- 
tailing ; department stores and groceries aretwo examples. 
And—read this carefully—it can be accomplished with- 
out costing the merchant one red cent, because of the 
savings effected. 
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P to this point our discussion has been confined to 

the retailer, but the jobber has a place in the picture 
as well. Just as it is necessary for the chain to main- 
tain central distributing warehouses, so will it be neces- 
sary for a combination of merchants such as is proposed 
here to do so in order to operate with the greatest ef- 
ficiency. The problem to be considered, therefore, is 
whether it would be better to establish central points of 
distribution controlled by the retailers (and this can be 
very easily done by making use of terminal storage ware- 
houses), or to co-operate with already existing agencies, 
the jobbers, who are completely equipped now to serve 
the retailers. (I am talking about jobbers, not dis- 
tributors). The latter would appear to be the preferable 
course and the one I would recommend providing the 
jobber reorganizes his business so as to render the es- 
sential service at a minimum cost to the merchant. This 
can be done with a satisfying profit to the jobber, as the 
following extract from the speech of J. Frank Grimes, 
president of the Independent Grocers Alliance of 
America, before the U. S. Chamber of Commerce, at 
Washington, D. C., on May 2nd last, will prove. Mr. 
Grimes said in part: 


N THE grocery field, exclusive of those wholesalers 

and retailers now in the I.G.A., the average total cost 
to operate for 1928, both wholesale and retail, was 
29% of sales. This means 41% had to be added to 
cost of merchandise to get expenses out. In the 
I.G.A. this has been reduced to approximately 19% 
of sales, or 235% added to merchandise cost. 

From investigation I am convinced that operating 
costs on other wholesale lines can be materially re- 
duced; in most cases cut in two. The main factors 
in wholesale expense reduction are: Retail concentra- 
tion of buying; elimination of small unprofitable 
accounts; standardizing lines by eliminating duplica- 
tion of brands and items with small consumer demand ; 
changing salesmen to retail supervisors and using defi- 
nite well planned and thoroughly maintained budgets. 

In the grocery field the practice of salesmen calling 
on 100 accounts weekly and producing only $6,700 
sales per month must be changed. This wasteful cost 
must be reduced. It is being done (in the I.G.A.) by 
the supervisory salesmen concentrating on not over 
30 good accounts that confine practically all buying to 
the one wholesaler and producing $25,000 to $40,000 
per month. A tremendous lowering of expense fol- 
lows in office, warehouse and delivery. 

One I.G.A. wholesaler with over 4,000 accounts on 
his books secured 55% of his entire volume from 232 
I.G.A. grocers. Those familiar with wholesale ex- 
pense will appreciate the remarkable reduction of ex- 
pense that will follow when this wholesaler secures as 
great or greater volume from 500 accounts as he now 
gets from over 4,000. All along the line expenses go 
down with a bang. 

Smaller stocks—less brands—faster turnovers—less 
trucks—elimination of excessive personnel—will place 
the wholesaler on a competing basis with the ware- 
house depots of competition. 

I hope no jobber reading this will say that it is alright 
for the grocery business but would not work in the elec- 
trical field. It is sound and will work anywhere. 

Speaking of the retailer, Mr. Grimes had this to say: 

The retailer must employ mass methods and this 
can only be done by a sufficient number of independent 

Please turn to page 81 
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J UBILEE 
L /lumination 


Atlantic City becomes the 
workshop of festival lighting 


LLUMINATING engineers will, in time to come, 
if look back upon the festival of light at Atlantic City, 

as a memory to be cherished. 

The inauguration of the Golden Jubilee at the famous 
resort has turned its streets, buildings, piers and well- 
known boardwalk into a veritable workshop for lighting 
men. Opportunities abound for every conceivable type 
of spectacular flood-lighting from the colossal audi- 
torium, the million-dollar pier, the twelve-mile boardwalk, 
to the imposing array of magnificent hotels. 

Give a lighting expert carte blanche, with a stack of 
lamps in one hand and a projector in his hip-pocket and 
things begin to happen. Darkness becomes a disgrace. 
If the soaring outlines of a building are not etched in 
glowing colors against the inky night, the owner’s patri- 
otism and civic pride becomes suspected. 

Perhaps in the hotel lighting the greatest ingenuity 
has been displayed. The Traymore Hotel, of superla- 
tive architectural beauty, is like a gem against the sky, 
its massive domes illuminated with floodlight projectors. 

The Hotel Dennis combines floodlighting with exposed 
lamp lighting producing a softened, pleasing effect. The 
somewhat striking architectural features of the building 
are outlined by 3,000 10-watt yellow lamps among which 
are interspersed red and green lamps of the same size. 
The penthouse and portico are illuminated in red 1,000- 
watt projectors. 


HE motif and spirit of the Golden Jubilee of Light 
and the Diamond Anniversary of the City are car- 
ried out in the lighting scheme of the Ambassador Hotel 
by the use of innumerable diamond-shaped plaques 
mounted at regular intervals on the face of the building. 
The famous white limestone tower of the Shelburne 
Hotel is transformed into a monument of gold by flood- 
light projectors equipped with amber lenses. 

Of course, this lighting splurge hasn’t ended with the 
big buildings. Even the city’s smokestacks (yeah, there 
are smokestacks in Atlantic City) are gaudily festooned 
with electric lamps and appear at night like a pillar of 
light. Lights shine from under the expensive Atlantic 
City waves; lights entreat you to eat this and smoke 
that ; light stabs the sky with probing fingers; lights on 
the outside, lights on the inside; lights on the top, lights 
on the bottom; lights on the roof, lights in the gutter. 
Lights. Lights. Lights. 
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Amber lenses transform the famous white limestone tower of the 
Shelburne Hotel into a golden monument 


After so much sparkling brilliance and so many glow- 
ing colors, the average man feels like crawling off to 
some Stygian retreat and going to sleep in utter gloom. 

But this great festivity which hails the fiftieth anni- 
versary of light as we know it may have a very definite 
and far-reaching effect. Architects, builders and owners 
are awakening to the possibilities of lighting effects in 
bringing about a marked improvement in civic beauty. 
The creative imagination of the American architect 
which has given us the towering columns of the modern 
building might well be supplemented by another and just 
as important a contribution to the modern tempo—light. 
Its effectiveness as a medium for beautifying the city 
is still in the experimental stage. 

The great illumination experiments carried on_ at: 
Atlantic City make the resort the standard of com- 
parison for other American cities whose municipal au- 
thorities have laid plans for a lighting celebration in 
honor of Light’s Golden Jubilee. 
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how got the notion that finance and interconnection 

and railway electrification and Boulder Dam and 
public relations are the only factors in their business 
which are worthy of the Higher Intelligence. As a 
matter of pressing truth, about the most important thing 
right now to which they should give a couple of kilo- 
brain-cell-hours of constructive thought is this business 
of establishing a sounder merchandising policy, and, in 
some cases, putting such a policy for execution into the 
hands of more competent line officers. 


*x* * *K * * 


iz Big Boys in the utility industry have some- 


LL business, like an army, is based upon a cer- 
tain orderly scheme of control. As a general propo- 
sition, control is in the hands of those who know the most 
and who, in addition, can constructively command the 
effort of others. That, at least,-is the theory, and if 
there are exceptions, why—they are exceptions and 
should be treated as such. 

The central station commercial management occupies 
one of the strongest positions in the electrical merchan- 
dising business. Operating strictly within their rights, 
acting meticulously within the law, proceeding with 
scrupulous regard for the good of the public service 
they render, the utilities have the power to make or break 
any class of appliance or any group of appliance dealers. 

For example, they can refuse to make a rate which 
will permit the use of electric ranges or water heaters— 
thereby closing their territory to these two appliances. 
Or they can refuse to hook up any individual range if 
that range seems to them to affect unfairly the service 
of other customers—thereby booting some dealer out 
of a sale. They can, and in some places do, make it 
practically impossible for anyone to sell incandescent 
bulbs in their territory. They can control sign business, 
window lighting, and determine whether or not you shall 
have street lights, and how many, and what kind, ‘and 
when. They might even control the sale and use of 
socket appliances if a situation arose which really justi- 
fied them in so doing. 

The utilities have, then, and properly—note that I say 
and properly—a very great deal of control or authority 
over both their customers and over the merchants who 
supply these customers with electrical appliances. It is a 
matter of fact and record that they have generally exer- 
cised this control and wisely. Not always, of course. You 
can’t have an industry with fifteen or twenty thousand 
men in positions of authority without finding a few sap- 
head asses, a few bullies, and even a few crooks. But 
these misfits are exceptions—they are not a part of 
the intended scheme. 

Yet there has been a tendency in some quarters to 
point out these exceptions as outstanding representatives 
of their class. 
to the electrical merchandising business today. 

It is a danger which menaces the central stations, 
merchants and manufacturers alike. For if the central 
station commercial activities of the whole country are 
to be judged and regulated in a spirit of vengeance 
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And that is one of the gravest dangers. 


BriIcKBATS 


“Tf the central station com 
whole country are to be judged 
vengeance...the result may 
appliance industry will 
results to the 


By FRANK 


against a few mentally astigmated job-snobs who happen 
to be on utility company pay-rolls, the result may con- 
ceivably be that the entire appliance industry will be 
hamstrung. 

With dire results to the hamstringers. 

‘+ & 2 4 

A RECENT effort in this direction was the attempt 

by a manufacturer of electric refrigerators to en- 
tirely estop certain utilities from selling appliances. This 
manufacturer’s program was not only to “have the law 
on” the particular utilities with which he has a more or 
less definite quarrel, but he has set out with a good 
deal of determination to induce the Federal Trade Com- 
mission to issue an order to have them “cease and desist 
from the acts of which your applicant complains.” 

When you get down to the bed-rock of what it is 
about which this applicant complains, you find this: 
The electric utilities, or some of them, are selling ap- 
pliances and guaranteeing service at prices which in- 
dependent dealers think they cannot match. Maybe they 
never tried—however, that is another story. 

This complaining gentleman embroiders his song with 
an assortment of real and fancied grievances compounded 
of indignation, fear and the alibis of his unsuccessful 
salesmen. He delves into Mr. Webster’s well-known 
dictionary to find such words as “unfair,” “discrimina- 
tory,” “monopoly-tending,” “destructive,” “wasteful,” 
“unregulated” and “illegal” competition. 

But as an honest complainant seeking to right a wrong 
and thereby serve the entire apliance trade, he is about 
on a par with other agitators. He tries to prove so much 
that he succeeds only in proving his own prejudices, 
hates and indifference to the possible consequences of his 
activity. 

There is, however, a touch of real humor in this whole 
affair. The manufacturer who so violently and inco- 
herently complains of the retail competition of central 
stations, is hirnself a retailer. In other words, he com- 
plains against the manufacturer of electricity selling 
appliances at retail, but considers it all right for the 
manufacturer of ice machines to sell appliances at retail. 
He complains because the central stations will not engage 
to service his particular machines on an altruistic basis, 
but he himself engages to service only his own make. 
He demands that the utilities shall say or suggest noth- 
ing that might lead the public to buy the machines they 
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mercial activities of the 
and regulated in a spirit of 
conceivably be that the entire 


be hamstrung. With dire 
hamstringers.”’ 


B. RAE, Jr. 


sell as against his or any other competitive machine, but 
he is wholly wordless as to the line of anvil-chorus 
argument his own salesmen may put up when they get 
into a tough competitive situation. 

In short, this sportsman is mentally very closely allied 
to a mutinous soldier: his grievances are largely im- 
aginary, he is rebellious of proper and necessary author- 
ity, and he is envious of those placed in superior posi- 
tion. In short, he is a sorehead. 

None of which alters the fact that he is dangerous— 
and that he is dangerous not alone to the utilities but to 


all the merchants and manufacturers of the appliance 
industry. 
ee © 4 


AVING arrived at this point, we hasten forward to 
say this— 

The central stations, or some of them, are properly 
open to a certain amount of criticism. 

They have not solved their merchandising problem. 
They have not applied themselves to that problem in the 
thorough, penetrating, engineering way that has marked 
their study and solution of other problems. 


* * *K * 


HE utilities have gone wrong in their bookkeeping. 
The utilities operate their merchandising depart- 
ments for purposes other than profit. They are looking 
for load. Their idea is to get onto the lines a variety of 
appliances which will chew up kilowatts—and the more 
the merrier. , 

That is legitimate. Banks urge you to deposit your 
money so they can play with it. Railways urge you to 
take trips from Helena to Helvetia so they may swell 
their takings. Fiddlers urge you to attend grand opera. 
Tex Guinan urges you to make whoopee. The hair 
slickum manufacturers urge you to patent-leather your 
dome. And the makers of soap exhort you to wash. So 
far as | know there is nothing criminal in such mercan- 
tile bally-hoo. 

Which being what, there is nothing criminal in an elec- 
tric utility attempting to persuade the public to consume 
more current. As a matter of fact, there is nothing, 
other than citrus and onions, which the public could 
consume more of with more advantage to itself. How- 
ever— 

When a utility, in an effort to induce the public to 
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consume more kilowatts, adopts uneconomic prices, 
terms or service guarantees as a sales argument, it is 
failing to apply simple arithmetic to its business of 
merchandising. 

Any fair minded man will concede that there is a 
necessary pioneering and promotional element in central 
station merchandising activities. Any fair minded man 
will grant that these activities must be carried on at a 
loss. Any fair minded man will freely admit that no 
department store or drug store or hardware store or 
electrical dealer could afford to pioneer, let us say, elec- 
tric water heating. In the matter of promotional and 
introductory selling of new and unaccepted appliances, 
the whole trade is a unit in passing the buck to the 
central station. 

But on the other hand, no one should be so dense as to 
say that widely-selling and accepted appliances should 
be lumped in with the pioneered products. Certainly no 
one can justify a washing machine sale carried on at a 
loss by a power company. To claim that this is load- 
building is to go against the common sense of the elec- 
trical community. 

Yet that is exactly what a number of power companies 
are doing right now. 

*x* * *K K * 


HEY are doing it for two reasons. One reason is 

that they have never got their books set up in a 
proper manner to separate the accepted fast-selling ap- 
pliances from the promotional hard-to-sell appliances. 
This has been urged by leading commercial executives 
in the central station field, but that seems to be as far 
as the matter ever went. 

Another reason is that the responsible authorities in 
the central station field have not controlled their compa- 
nies’ merchandising activities. 

And because these responsible authorities have not 
made merchandising a major activity, and because they 
have not insisted that their books be set up in line with 
what this magazine considers to be a sound and far- 
sighted policy, they have left the bars down for certain 
wild head-hunters like our refrigerator friend to en- 
danger the whole central station commercial structure— 
which means, ultimately, to endanger the financial struc- 
ture as well. For if the utilities were actually estopped 
from any merchandising whatsoever, say pioneering and 
promotional activity, the light and power industry as 
now set up would suffer a very considerable injury. 

ee 2-8 


HE reform of central station merchandising methods 
from within is not a complicated problem. We sum 
it up this way: 

If the public utility policy stood for the merchandising 
of accepted appliances only for profit, with just as 
definite a policy of investment in future markets by 
pioneering the sale of equipment not yet in public ac- 
ceptance, the distrusts and fears of the independent mer- 
chant would be, in a large measure, eliminated and with 
these distrusts and fears would be eliminated also any 
reasonable basis for his opposition to power company 
merchandising. 
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relations experiment, home service has devel- 

oped to such an extent that it is now one of 
the industry’s most important activities from both 
a sales and a public relations standpoint. So wide 
has the present scope of home service work be- 
come that it now embraces practically every phase 
of housekeeping—cooking and associated subjects 
of diet and family health, laundering, cleaning, 
home lighting and interior decoration, even home 
sewing and a “party” service. In Milwaukee 
home service women are giving instruction in the 
use and care of appliances, teaching also, how to 
make minor repairs on misbehaving appliances. 

Cookery, of course, plays a large part in home 
service programs. To vary the usual lecture- 
demonstration, Florence Freer of the Brooklyn Edison 
Company, has worked out a series of meetings in which 
local clubwomen take part. So great is the interest of 
Brooklyn clubwomen in modern electrical housekeeping 
that they are lending a hand in the “electrical education” 
of their fellow-members and townswomen. 

Co-operative club-home service programs have proven 
so successful that Miss Freer reports her department 
cannot find time or space to handle the meetings re- 
quested by the clubs. Brooklyn has been appropriately 
named “The City of Homes.” Although so near the 
heart of New York City, it has a neighborliness and a 
community life not usually found in large cities. Be- 
cause of these characteristics, club activities play a prom- 
inent part in the social life of the city and the majority 
of women belong to at least one club. Since the begin- 
ning of the year, Miss Freer’s department has worked 
with and entertained over one hundred clubs. 


| \ROM a humble beginning as a customer 





NE of the most popular of these co-operative pro- 
grams is that called by Miss Freer “The University 
of Experience.” In these programs one or more of the 









Mashing 


Through classes in lamp 
shade making and interior 
decoration, home service 
women create an active 
interest in home lighting. 










Brooklyn clubwomen take part in home serv- 
ice programs by demonstrating the electrical 
equipment they use in their own homes. 


clubwomen take over and conduct the meeting, handling 
all lectures and demonstrations. In these demonstrations 
the women share with others the things they do well. 
They are owners and users of the appliances they dem- 
onstrate. For instance, one very prominent clubwoman, 
the wife of a professor of Adelphi College, Brooklyn, 
gave a demonstration of the electric refrigerator. Miss 
Freer declares it was one cf the best refrigerator demon- 
strations that she has seen. Being a satisfied user, the 
clubwoman was very enthusiastic indeed about her re- 
frigerator and carried this enthusiasm into her 
talk. She told of the value of the refrigerator 
as a preserver of foods; the many uses that can 
be made of an electric refrigerator ; the recipes 
for frozen salads and desserts that were found 
to be easiest and best. 

At another meeting, Mrs. Floyd Bennett, 
widow of the famous aviator, demonstrated an 
“Aviation Sandwich” on an electric grill. 
Needless to say, this meeting was a popular 
one. At still other meetings, the president of a 
large.civic club and the editor of the woman’s 
page of a Brooklyn newspaper, gave demon- 
strations, one of the features being the making 
of various types of rarebits on an electric grill. 
The electric cooker, too, was ably demonstrated 
by one of the clubwomen, the menu including 
recipes for which she is justly famous. 

The inspiring thing about this type of 
meeting, Miss Freer pointed out, is the en- 
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How Home Service departments are 


thusiasm of the club 
women and their wil- 
lingness to take part 
in the programs. As- 
tonishing as it may 
seem, the women offer 
their services without 
the solicitation that so 
often seems necessary 
to get people to give 
any type of perform- 
ance. They get a great 
deal of pleasure from 
their work and are 
constantly trying out at home new methods and new 
ideas to present to their audiences. The meetings are 
open to any woman who wishes to attend. Admission 
is by ticket, the tickets being distributed by the club- 
women and by the home service department to women 
attending other demonstrations. Three to four hun- 
dred is the average attendance at these demonstrations. 
Personal distribution of tickets through the club mem- 
bers and through the home service de- 
partment has been found much more 
effective than sending them through 
the mail, accompanied by an invitation 
or announcement, Miss Freer pointed 
out. Women seem much more inter- 
ested and respond much more readily 
when the tickets are not “thrown” at 
them. They seem appreciative of the 
privilege extended them and the meet- 
ings are always well attended. 
Another contact with clubwomen, 
and this works out very satisfactorily 
in cases of the smaller clubs such as 
church and neighborhood organizations, 
is through an “entertainment” plan. 
This type of club is usually working > 
for some philanthropic purpose,—for 
hospital funds, missions, churches or 
schools and is seeking some method of 
raising money for their purpose. In 
these cases, the tickets are given to the 
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A laboratory course in the con- 
struction and care of electrical 
appliances is given Milwaukee 
housewives. 


building good will for electrical home 


equipment with the woman customer. 


organization to be sold by them for any amount they wish. 
The entertainment is provided by the Brooklyn Edison 
Co. A talk and demonstration are given by members © 
of the home service staff, after which waffles and coffee 
are served. So popular is this activity that the home 
service department has more requests for such meetings 
than it can handle. 


VEN the younger generation in Brooklyn are given 
an opportunity to learn the uses of electricity in 
household tasks. Two electrical homemaking courses 
with twelve lessons to a course, are given each year for 
the Brooklyn Eagle Juniors, a junior department con- 
ducted by “Aunt Jean” of the Brooklyn Eagle. About 
200 young girls attend these courses. Similar courses 
are also given for Girl Scouts. The courses consist of 
lectures and demonstrations by the home service women. 
The children are given a note book, with some printed 
lessons on housekeeping methods and are encouraged to 
take notes from the lectures. An examination is then 
given and all children passing the examination are given 
a diploma. Those who attend every meeting except one 
or who bring legitimate excuses for their absences, are 
given a Brooklyn Edison Junior Economics pin. 
The activities of the home service department are 


(Please turn to page 113) 
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Some reasons why 
appliances of 
limited load have 
apart in the 
utility program 


By Laurence Wray 


()= of the vexing problems confronting the 


central station engaged in merchandising elec- 

trical appliances concerns the policy of promoting 
the sale of non-load-building devices. Should sales 
activity be placed on the major load-building appliances 
or should the utility sponsor general merchandising of 
all appliances ° 

In order to arrive at some definite conclusion in regard 
to the matter, the writer has interviewed some of the 
leading central station merchandising executives in the 
East. This reactions have revealed a wide divergence of 
opinion in many respects but several definite points of 
view have been established. 

With little exception the consensus of opinion is that 
the washing machine and the vacuum cleaner, long 
recognized as negligible from a load-building standpoint, 
had a definite place in the merchandising scheme of the 
power company. The reasons back of these opinions 
were based on three important points which can be sum- 
marized as follows: 

1. Merchandising profit 

2. Service to the customer 

3. Carrying out the ideal of the completely equipped 

electrical home. 


CCORDING to Cyrus Barnes, General Sales 
4 & Manager of the Charles H. Tenney Service, the 
most important element to be considered in the entire 
situation is the utility’s duty toward the customer. 

“The primary function of the power company is 
service to the public,” he said, “and that is the first 
thing that should receive consideration when discussing 
a question of this nature. Merchandise profit and load- 
building have a very definite place, of course, but only 
after the utility has looked at the question from the 
standpoint of the good of the customer. 
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“As far as the washer and cleaner business is con- 
cerned, I look at it in this way: of all electrical ap- 
pliances there are none, perhaps, which do so much to 
lighten the burden of the housewife at so slight a cost. 
The addition to the electric light bill caused by either the 
electric washer and vacuum cleaner is almost negligible. 
Naturally, good-will is created in the mind of the cus- 
tomer which is highly important to the company. The 
housewife becomes a potential user of other electrical 
appliances and helps to further the ideal of the complete 
electrical home.” 
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“It is part of the central station’s natural function to promote the sale and distri- 


bution of all devices that offer a definite service to their customers. 


Washers and 


cleaners in particular create good-will by performing labor-saving operations at a 
very small cost to the consumer.” 


Mr. Barnes pointed out that in addition, the washing 
machine provided about the most satisfactory merchan- 
dising profit of any of the appliances. The greater part 
of the educational and promotional work has already 
been done, he said, and a good volume on washer and 
cleaner sales can be maintained without campaigns or 
any special selling effort. 

‘We have had some controversy lately,’ Mr. Barnes 
declared, “with the engineering department. They 
were desirous of seeing all further sales and promo- 
tional activity of washers and cleaners discontinued 
because those appliances were of practically no value in 
promoting load. Quite naturally, they can see their side 
of the question. For my own part I should like to see 
the utility divided into two sections—one, a separate 
company that distributed current, and the other an in- 
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dependent merchandising activity that had complete 
control as far as policy was concerned, in the promotion 
and sale of electrical appliances.” 

“There is this important thing to be considered in 
reference to washer business,’ Mr. Barnes declared. “If 
a woman buys a washer it means, naturally, that the 
work is going to be done in the home instead of outside. 
Then, too, she will be a prospect for anironer. The cycle 
doesn't stop there. The customer must have hot water 
for washing and in many instances we have found it an 
opening to sell her either a gas or an electric heater. 

“We have not overlooked the possibilities in these 
tie-ups. Our selling force group washers, cleaners and 
ironers in the same promotional effort. If you don’t get 
the load from the cleaner or the washer you have the 
opportunity to get it from the ironer. ” 
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ICHARD LINCOLN, héfad of the Electrical Ap- 

pliance Division of the Edison Electric Illuminating 
Company of Boston, emphasizes another aspect of the 
matter. In the final analysis, he declared, merchandising 
profit is the primary consideration in the sale of washers 
and cleaners. With his company direct promotional 
effort in the sale of these appliances has been discon- 
tinued and the major activity is being concentrated on 
the heavier load-builders, refrigeration, ranges and water 
heaters. _ 

“The only thing that we consider when the question of 
washers and cleaners comes up is the merchandising 
profit involved. The fact that they are of little value 
from the load-building stand-point is common knowl- 
edge. We shall continue to sell them, of course—they 
are legitimate appliances for which a definite demand 
exists. But we do not intend to put on any extensive 
campaigns. Our outside selling crew are concentrated 
on refrigeration and other major load-building devices.” 

Mr. Lincoln pointed out further that the same situa- 
tion existed with regard to small appliances. 

“A short time ago we ran a newspaper and outside 
selling campaign on waffle irons,” he said, “spending 
approximately $2,000 for advertising space. We made 
a reduction on the regular list price of the iron as a 
special inducement. Was the campaign a success? It 
was not. The day after our advertising appeared in the 
newspapers two of the largest department stores in the 
city came out with a special offer of the same waffle iron 
at a fifty-cent reductior® and our sales fell immediately. 

“And right there is one of the fallacies in this mer- 
chandising proposition. The washing machine and the 
vacuum clearner, in our estimation, are very nearly in 
the same class as the smaller appliances, waffle-irons, 
percolaters;fans, and toasters. Over-the-counter stuff, 
sold by ¢very electrical store, hardware store, department 
store ati corner drug store, the only difference is that it 
is still possible to derive a fair profit from their sale if 
sufficient vélume can be attained.” 


- UR basic purpose in merchandising electric ap- 


pliances,” said F. D. Pembleton, Ass’t to the Vice 
President in Charge of Sales for the Public Service 
Gas and Electric Corporation, Newark, N.'J., “is, of 
course, to build a greater load on our lines. 

“We would prefer, naturally, that all electric ap- 
pliances consumed a fairly large amount of current, or 
that we could devote our entire time and energy to 
selling only the large current-consuming devices; but we 
realize that such a selfish purpose would defeat itself. 
We try, instead, to look upon our merchandising efforts 
as an added service to our customers. We feel that if 
our customers evidence any interest in or demand for a 
certain type of appliance, that we must provide them 
with the opportunity to buy it, regardless of its current 
consumption. 

“The vacuum cleaner’ and the washing machine, 
although they have a ‘small current consumption, are 
very popular appliances. It is our belief that were we 
to ignore these appliances and concentrate our attention 
on other devices, our selfish interest would be obvious; 
customers would not buy at our stores at all and we 
would be compelled to operate our appliance department 
at a loss or go out of the merchandise business. The 
latter plan would result in other dealers selling only 
popular appliances and possibly neglecting the develop- 
ment of sales of large current-consuming devices with a 
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resultant loss to the central station. Under the circum- 
stances, we vigorously promote the sale of all appliances.” 


me year the New Jersey utility sold 11,187 vacuum 
cleaners and 4,948 washing machines. Sales for the 
first four months of the present year are as follows: 


Vacuum cleaners (Hoover)........... 4,083 
Washing machines (Thor)........... 1,931 
oj Me Ed at See 508 


These sales, Mr. Pembleton indicated, were accom- 
plished by a separate crew of salesmen who sell only the 
three appliances. The larger current-consuming device, 
the ironer, is included in the group and sold with equal 
vigor as a companion piece to the washing machine. A 
quota of 12,500 vacuum cleaners and 6,000 washing 
machines has been set for this year. 

“There are some aspects of this question that are apt 
to be over-looked at times,” Mr. Pembleton continued. 
“Tn the first place, the use of electric appliances involve 
revolutionary methods of performing household work. 
Such a revolution can only be brought about by 
education. If the central station attempted, as many 
have done in the past, to give away electric appliances or 
sell them at cost merely to get them on the lines, house- 
keepers, firmly fixed in their old methods of doing 
things, would immediately assume that the appliances 
were expensive to use. The process of education would 
be definitely hampered by this resistance as, in many 
cases, actually did occur. 

“Tf electric appliances constitute a real service and 
eliminate a great deal of the drudgery and hardship 
connected with housekeeping, then the appliances possess 
in themselves an inherent value for which housekeepers 
should be and are willing to pay. Furthermore, they 
then form a foundation for the establishment of a 
business which can be conducted at a profit to everyone 
concerned. If the central station recognizes that truth 
and conducts its merchandise department in accordance 
with standard merchandising practices for the purpose 
of making a profit on the transaction, the central station 
will then have the co-operation and financial support of 
a large number of dealers whose combined efforts 
will assist in furthering the educational and promo- 
tional work. 

“We see no reason for believing that a merchandise 
department cannot be conducted for the purpose of 
building a load on the lines and yet be conducted in ac- 
cordance with the most advanced merchandising prac- 
tices; nor do we see any reason for neglecting the 
aggressive sale of any group of popular appliances.” 

“T don’t believe” concluded Mr. Pembleton, “that old 
line dealers really offer any great objection to central 
station merchandising in localities where the central 
station conducts its merchandise department on a high 
grade basis and in close friendly co-operation with the 
other dealers. 

“Under such conditions the central station is helping 
to create a demand and doing pioneer work which no 
merchandiser could afford to assume.” 


HE Consolidated Gas and Electric Company, 
Baltimore, Md., have no intention of ceasing pro- 
motional activity on the sale of washers and.cleaners, 
according to Dorsey R. Smith, Merchandise Manager. 
This central station is doing an active merchandising 
job on all appliances and promotional effort is put on 


washers and cleaners to the same extent as the heavier 
load-building devices. 
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“Washers and cleaners are staple electrical merchan- 
dise,’” Mr. Smith said. ‘There is a definite volume of 
sales and a satisfactory merchandise profit involved. 
Our sales for the present year are running far ahead of 
all previous years which is sufficient indication that a 
good demand exists for these appliances. Although 
refrigeration is receiving the major part of our promo- 
tional activity at the present season, washer and cleaner 
sales are a year-round proposition and there is no 
appreciable let-up on sales effort at any time.” 

Charles M. Marsh, Commercial Manager of the 
Potomac Electric Power Company, Washington, D. C., 
while holding that the washer and cleaner should be 
given the same promotional effort as any other legitimate 
electric appliance as far as store sales were concerned, 
indicated that due to the merchandising policy of the 
company that they would be accorded no intensive selling 
effort. No outside crews are maintained for obtaining 
washer and cleaner business, the Potomac Company 
practicing a definite dealer-co-operation policy—no cam- 
paigning, no cut prices, no long term time-payments and 
no premium-inducement offers. 

High pressure promotional activity on washers and 
cleaners is not necessary to the same degree today as 
in the past, according to M. C. Huse, Commercial 
Manager of the Philadelphia Electric Company, Phila- 
delphia, Pa. 

“Tt is not necessary for us to do intensive campaigning 
and educational work on the washer and cleaner,” he 
said, “The public no longer have to be sold on the idea 
that these devices will lighten their household tasks and 
do it cheaply and effectively—they know it. There is 
still a large market that hasn’t been touched however. 
The whole question resolves itself into doing a good 
selling job. Have the merchandise in stock and keep 
up outside selling activity. Washers and cleaners are 
admittedly near the bottom of the list in load-building, 
but we have little difficulty in maintaining a consistent 
volume in sales despite the fact that intensive selling 


methods are no longer employed by us on these devices. 
“Refrigeration is at present receiving the large part of 
our advertising, and promotional effort. A certain 
amount of educational work is necessary on refrigeration 
—it provides a clean load and a good volume. 
“Despite the fact that washers and cleaners have not 
been pushed with the same vigor, P.E. sales showed an 
increase over preceding years. The following figures 
for the first three months of each year tell the story: 


1928 1929 
Vacuum cleaners ......... 1,743 2,018 
Washing machines ...... 313 1,014 


“Quite apart from the question of load-building and 
merchandising profit in the sale of washers and 
cleaners,” Mr. Huse concluded, “we endeavor at all 
times to live up to our ideal of selling the customer the 
complete electrical home. The washer and the cleaner 
have a very decided place in the electrical home and that 
reason is sufficient in itself to insure their continued sale 
on our lines.” 

a oe ie oe 


To summarize briefly: a cross section of utility 
thinking on light load building appliances emphasizes the 
following points. 

First, that if the central station is sponsoring an active 
and profitable merchandising policy, that as far as pos- 
sible, it should be carried on concurrently with a load- 
building program. 

Second, that it is part of the central station’s natural 
function to promote the sale and distribution of all 
devices that offer a definite service to their customers. 
Washers and cleaners in particular create good will by 
performing labor-saving operations at a very small cost. 

Third, because of the popular acceptance of both 
washer and cleaner no expensive educational activity is 
necessary. Sales costs are therefore relatively lower 
than on load building lines and the margin is sufficient 
to show a healthy profit. 





To Checkmate the Chains 


merchants working together. This requires the finest 
type of organization and it is absolutely necessary that 
retailers and wholesalers cast their lot together. Then 
they will have buying power. Then they will have 
advertising power. And all at so low a cost per store 
as to be really insignificant. 

Under the plan of highly organized co-operative 
action the combined costs of wholesaling and retailing 
can be cut practically in two. This lowering of ex- 
pense plus real buying power will enable the retailer 
to approach the consumer with prices and attractive 
stores that will at once command patronage. And then, 
and only then, can that most important factor of local 
ownership be featured soundly and successfully. 


W* are all aware of and have long recognized the 
necessity of correcting existing conditions. What 
we want is a practical means of doing so. For that 
reason I deliberately selected from the mass of available 
information examples from the tire and gasoline, the 
department store and the grocery fields. Please note the 
uniformity of thought and action that exists in these 
three widely divergent fields, definitely proving the basic 
soundness of co-operative standardized operation. 

Mass distribution complements mass production. Co- 
operation is the only method I know of which will bring 
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to the independent merchant a quality of management 
competitive with the chains. It will increase his gross 
margin through mass buying; it will raise the standard 
of and decrease his advertising costs through expert aid; 
it will decrease his stock investment ratio through model 
stocks and unit control; it will materially reduce the cost 
of and eventually solve his financing problem; it will de- 
crease his credit losses through the adoption of the most 
advanced methods; it will decrease his cost of doing 
business through budgetary control of expense and it 
will decrease his selling expense through modern store 
arrangement. 

I estimate the cost to the merchant of securing these 
manifest advantages will not exceed one per cent of his 
sales ; his savings greatly in excess of such a figure. This 
plan does not contemplate any “exclusive” arrangements 
beyond protecting a retailer with a sufficient area to 
permit of dominant operation. 

I am informed this publication has a circulation of 
20,000. I suppose there are at least 10,000 merchant- 
readers. Two per cent of that number, co-operating 
along the lines outlined, can secure and maintain leader- 
ship in their communities. 

If you are sincerely interested I will be glad to hear 
from you personally in care of this publication. My 
counsel is at your disposal without charge. 
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The Schneider Electric 
Shop, although small, 
handles all the major ap- 
pliances and does a profit- 


=\(~\ ' 
ha able business almost 
\INS= entirely on store sales. 


much business. 

They operate a comparatively small electrical 
appliance shop in an expensive location in Washington, 
D. C., and their entire operations are confined to sales 
from the floor. They employ no outside salesmen, hold 
no special sales, refuse to cut a price, do no advertising, 
and look upon co-operative finance companies with sus- 
picion. Their little shop which contains practically 
every known electrical household appliance, is not oper- 
ated with the intention of capturing all the available busi- 
ness in their location, but to yield a good income to its 
proprietors with a minimum of worry and complication. 

Founded about 1850 as a hardware store, the business 
has been in the hands of the same family for the past 
four generations. During that period the business has 
undergone a gradual evolution. The strictly hardware 
items have been eliminated to a great extent and today 
the shop is one of the most complete small electrical 
appliance stores in the city. 

Their business policy would be considered rank heresy 
in comparison with the methods of high-pressure sales- 
manship in general use. To them the ideals of the orig- 
inal founder—honest value, efficient servicing, and stand- 
ing unqualifiedly back of the products they sell, are of 
major importance. On it they have built a recognized 
and profitable reputation for business integrity—good- 


, NHE Schneider Brothers don’t believe in doing too 
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**Profit rather than volume’’ ts 
the guiding rule of the Schneider 
brothers who confine their oper- 
ations to store selling. 


will. Any departure from their present methods, they 
feel, would naturally jeopardize their interests. 

“It is for that reason,’’ Charles Schneider said, “that 
we employ no outside salesmen. We have a strong 
dislike for the type of selling methods they use. How- 
ever, we do follow up outside leads ourselves. One of 
us takes care of store sales and the other gives home 
demonstrations. Larger organizations with a certain 
definite quota of sales set for a given period are forced 
to use crews of commission men to move the stuff. But 
that is one of the very marked advantages of our position. 
We are interested in selling goods, of course, but we don’t 
believe in forcing a sale and making an enemy of a 
buyer who might prove a very good customer. 

“We are principally interested in doing a fair volume 
of business and preserving our reputation for value with 
our clientele. We have found that the best way to bring 
about this end is to stand back of our goods to the limit. 
Giving one-hundred per cent service and making good a 
sale without hesitation should anything go wrong. 

“Much the same sort of thing applies to advertising,” 
Schneider continued, “We feel that unless you are in 
a position to advertise regularly and have something of 
really outstanding value to offer your customers, then 
it is so much money wasted. The big department stores 
and specialty stores can advertise legitimately because 
they have a large volume of sales and it keeps their 
name prominently before the people. We have a healthy 
regard, of course, for the power of advertising but it 
resolves itself into a question of whether it is our place 
to spend the money on an item which would yield little or 
no return. The fact that we stock only those appliances 
that have a great volume of national advertising shows 
that we believe in advertised products.” 

The Schneider shop does not do a large volume of 
business. They grossed $52,000 last year and sales for 
the first three months of 1929 point to a possible total 
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The Schneider brothers are the fourth generation to carry on the traditions of the small store that was founded in 1850 as a 
hardware business. They employ no salesmen and do no advertising and yet do a sufficient volume to insure a good profit. 


of $75,000 for the present year. But with the sole ex- 
ception of a fairly high rent they have very few ex- 
penses. Sales help is cut to a minimum, advertising 
expense is non-existent and without a large volume of 
business their taxes are comparatively low. And yet 
the stock does not stand still. Last year the inventory 
showed a stock turnover of between eight and ten times 
during the year. The secret is reducing operating ex- 
penses to the minimum and providing for a comfortable 
margin of profit. 

“Doing away with outside 
salesmen has a beneficial effect 
on the expense account in more 
than one way,” said Schneider. 
“Take the matter of reposses- 
sions. As a problem it doesn’t 
exist for us. High-pressure 
selling is largely responsible for 
the great number of reverts that / 
the average electrical appliance 
business has to put up with. 
Our sales are all free-will and \4 
good-will sales and although we 
exert selling pressure when a 
customer is interested in an ap- 
pliance we do not force her to 
take the product against her will 
by offering any special induce- 





ment either in price, terms, or As / 

premiums.” q i/ 
The attractive manner in which Cue 

the household appliances are dis- 7 





played in the Schneider shop un- 
doubtedly has a good deal to do 
with their success. They early 
came to the conclusion that con- 
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tractors supplies and material that had been part of their 
stock in the original hardware business would have to go. 
They wanted to carry out their ideal of the complete 
electric shop and in a great measure they have succeeded. 
They do not stock radio because of lack of space, and 
the proximity of a cut-rate radio specialty dealer, but the 
rest of the major appliances, including refrigerators 
(General Electric), electric ranges, washing machines 
(ABC Spinner) and vacuum cleaners (General Elec- 
tric) are all included in their stock. 
Lack of adequate display in 
~ ae their tiny store has necessitated 
ingenious methods of storage 
which have been worked out to 
the inch. All the smaller appli- 
ances such as percolators, toast- 
ers, waffle irons, etc., are dis- 
played on open tables with 
terraced shelves. A small central 
table in the center of the shop is 
now given over entirely to fans. 
The two brothers run the busi- 
ness completely between them. 
With one busy following up leads 
obtained from a _ variety of 
sources, the other takes care of 
store sales with the help of a 
saleswoman. They believe firmly 
in the efficacy of the home 
demonstration method. It was 
(| by this method chiefly that they 
disposed of 36 Tower motor ex- 
ercisers in a two-months period. 
About 90 per cent of their home 
demonstrations were closed, 
Schneider said. 
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is obtained a home 
demonstration will 
usually lose the sale 
of an exerciser.” 








Of ALL Radio Sets Merchandised 
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A Survey of Rapio Sales POLICIES and EXPERIENCE 


of 58 L/itiites Seven 700 # ommuntities 


By L.E. 


hold appliance which, if used at all, must in some way 

produce revenue for the lighting company. The 
utilities have naturally been interested in radio as a 
revenue producer. A number of the larger companies 
have merchandised radio continuously and successfully 
since its introduction. 

A. C. radio, but little more than a year old, is not only 
an electrical appliance of primary interest to the utility, 
but it has eliminated much that was objectionable from 
a merchandising point of view in the battery-operated 
set. And because of this the A. C. radio set has brought 
with it a renewed and increased interest on the part of 
the lighting companies in radio as central station 
merchandise. 

To bring together the experiences of lighting company 
men with radio, this publication through questionnaire 
and interview has gathered data on the problems which 
the merchandise manager of a central station faces when 
he decides to add radio to his sales program. The ma- 
terial here presented was obtained with the very full and 
cordial co-operation of fifty-eight companies merchandis- 
iag radio in over 700 communities. The conclusions 
present a picture of the experience of utilities doing a 
small as well as a large business. Some of the reports 
are from companies selling only 50 sets a year, while 
others embody the experience of central station selling 
1000 sets, 3000 merchandiser sets and in one case 5000 
sets in 1928. 

There is no question of the interest with which the 
commercial manager today looks upon radio. A number 
of companies who are not handling this merchandise 


[: has been pointed out that radio is the only house- 
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have expressed their interest in the study here digested, 
stating that they were following the question of radio 
merchandising closely, with the probability that their 
company would add radio to their merchandising lines. 

Those companies who have merchandised radio for 
anywhere from three months to seven years are generally 
of the opinion that it is very satisfactory merchandise 
and well within the policy and province of the utility 
company to sell and service. 

On the other hand, several prominent utility execu- 
tives dissent sharply from this view and express the 
opinion that radio is well left in the hands of the mer- 
chants now successfully retailing it. 

A. C. McMicken, General Sales Manager of the Port- 
land Electric Power Company, expresses this viewpoint 
as follows: 

“We neither sell nor service radio in any of our elec- 
tric stores. We have felt and still feel that with the very 
large number of active radio dealers in business in our 
territory, it is unnecessary from a load-building angle 
for us to go into competition with these dealers, and 
from a public relations angle we feel that this policy is 
also sound. Radio is generally accepted, needs no pro- 
motion work by us, and with over 150 licensed dealers 
in the city of Portland alone, we feel that the field is 
covered.” 

F. D. Pembleton, of the Public Service Electric & Gas 
Co., Newark, N. J., summarizes his company’s attitude 
as follows: 

“We have stayed out of the radio business for three 
reasons: Radio sets and parts change so rapidly. There- 
fore, the chances of obsolete stock are so great we did 
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by Power Companies 





not care to risk our money on such unstable business. 

“We anticipated that service calls would be so numer- 
ous and that we would not be able to collect on so many 
of them, we would not risk the loss or the unsatisfactory 
customer relations which the service might develop. 

“Because of the conditions mentioned above, we do 
not believe that we would make very much net revenue 
from the merchandising of radio and the market is so 
thoroughly covered by other dealers, we do not need to 
.sell radios for the purpose of getting them on our lines.” 

Other companies who have kept out of merchandising 
radio have adopted a helpful attitude of co-operation 
with their dealers by financing dealer paper, doing a 
certain amount of co-operative advertising and keeping 
peace in the local radio family. 

These policies, however, represent a minority point of 
view and it would appear the central station industry 
broadly regards radio as an electrical appliance and is 
now selling or preparing to sell it as such. There is also 
evident a marked sense of utility responsibility to the 
public, not only in merchandising and service, but in all 
the other ways in which utility companies’ plants, trans- 
mission systems and service generally, affect the radio 
user and the radio business. 


UTSIDE 





PURCHASING 





N marked contrast to the purchasing practices of many 

power companies, radio is bought through distributors 
rather than direct from manufacturers. Ninety per cent 
of the companies reporting in this survey report that 
their purchases of radio are entirely from distributors. 

The balance of the companies studied bought a con- 
siderable proportion of radio merchandise from distribu- 
tors, the amounts running from 10 per cent of their 
total purchases to 95 per cent. Only one company buys 
all its radio direct from manufacturers. This company, 
the largest reporting in point of radio sales, rates as a 
distributor on other lines as well as radio. 

There are a number of reasons for this policy of buy- 
ing from distributors. One of the most important is 


JALES 


turnover. The utilities recognize the primary importance 
of quick turnover on radio sets and material and the very 
high rates of turnover reported indicate that the distribu- 
tor satisfactorily assists in this important phase. 





TURNOVER 





NLY 23 per cent of the companies report a turnover 

of less than 5 times a year. Thirty per cent report a 
turnover of 5 times. Twenty-six per cent report turn- 
overs of 6 to 8 times. Twenty-one per cent achieve the 
astonishing turnover figure of 10 and 15 times a year. 

Some advantage in purchasing from distributors re- 
sults in the matter of service. Co-operation in caring 
for service by the distributor is reported by a number of 
companies. 

That the matter of turnover is of primary importance, 
however, seems a fair inference from the data. Not 
only are distributors’ stocks used as warehouse, but some 
companies, in some of their properties at least, carry 
only samples, and distributors’ stocks are drawn on to 
fill current sales. 

Radio differs from other electrical merchandise in the 
rapidity with which models become obsolescent, bringing 


about the necessity to reduce prices in order to clear 
stock. 





PricE REDUCTIONS 





ORTY-FIVE per cent of the companies reported that 
they reduce prices once a year to clear stock. Only 
10 per cent reduce prices twice a year. Thirty-five per 
cent of the companies reported no price reductions, the 
matter being taken care of by unusually careful and close 
buying or the stocking of samples for show room display, 
with the purchase for delivery from distributors’ stocks. 
These companies who reduce prices to clear do not 
show any uniformity of practice in the percentage of 








from distributors — high down payments and short terms prevail 
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price reduction necessary. Some of these price reduc- 
tions reported are very drastic. 

Of the companies reporting on this question, 8 per 
cent show clearance discounts of as high as 50 per cent. 
Eighteen per cent reduce by discounts of 25 per cent and 
over. The majority, 74 per cent, revise their prices be- 
tween 10 and 25 per cent for clearance. 

A tendency to concentrate on the product of a ew 
manufacturers is noted with the lighting companies. 
Forty-six per cent report that they handle only one 
make ; 32 per cent handle 2 makes; 17 per cent, three 
or more. 





MARGIN 





HE question was asked as to whether or not lighting 
company merchandisers find the present margins on 
radio merchandise sufficient. 

Seventy-one per cent stated that in their experience 
present margins were all right. Nineteen per cent, how- 
ever, differed and unqualifiedly stated that margins were 
not enough. This complaint of present margins came 
for the most part from the larger companies handling 
radio in quantities through aggressive selling, with out- 
side salesmen employed and home demonstrations made. 

Ten per cent of the companies stated that margins 
were sufficient, but with reservations. The criticism with 
these companies was that radio margins were not sufh- 
cient to show a profit over a one year period, when price 
reductions were necessary for clearance. 

Also free service affects the margin and several com- 
panies agree that margins were sufficient only if the 
amount of free service was kept down or eliminated 
altogether. 





OUTSIDE SELLING 





F the total radio sales reported for 1928 by these 
companies, 45 per cent were made by outside salesmen. 
Now radio is generally regarded as a store selling 
proposition, and yet, this representative group of lighting 
companies are doing 45 per cent of their business outside 
the store. 

The reason for this is indicated by the answers to an- 
other question in this study. The question was: Does 
your method of selling radio differ from the sales meth- 
ods used on domestic electric appliances? Eighty-five 
per cent of the companies stated that their method of 
selling radio was the same as for other appliances. In 
other words, not only advertising and store display, but a 
large measure of active outside salesmanship. Seven 
per cent of the companies stated sales methods differed 
only in the employment of home demonstrations at night ; 
2 per cent, sales method differed in that they allowed 
installations on trial with radio and did not install ap- 
pliances on trial; 11 per cent differed only in that they 
required larger down payments and shorter terms on 
appliances. 

A number of companies, notably some of those doing 
the largest business, place stress on home demonstration 
making it a point to demonstrate to the whole family at 
night. 
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SALESMEN’S COMPENSATION 





ITH outside selling accounting for so large a pro- 

portion of sales it is interesting to see the basis and 
amount of compensation paid for this type of sales 
activity. 

The practice of paying outside salesmen a salary or 
salary plus commission has grown with the lighting com- 
panies during the past few years. Greater stability and 
the higher class of men that can be attracted to the 
appliance and radio selling business by such a policy is 
obvious, and we find that 62 per cent of the companies 
covered by this study pay their outside salesmen either 
on a basis of salary plus commissions or a drawing ac- 
count, against which commissions are charged. The 
amounts paid vary from $50 a month drawing account 
to $125 a month salary plus commissions. 

Thirty-eight per cent of the companies report payment 
of salesmen on a straight commission basis. 

When salary and commission is the practice the com- 
mission runs pretty generally 5 per cent, although one 
company reports a salary of $75 with 6 per cent com- 
mission on sales up to $1500 a month and with 8 per cent 
commission on all sales above $1500. 

Where straight commission or drawing account against 
commissions is the practice, the commissions run from 
10 to 15 per cent, most of the companies reporting com- 
missions of 10 and 12 per cent, a small proportion only 
paying as high as 15. 





Down PAYMENTS 





NOTHER important fact developed in this survey 

is that average down payments on radio are uni- 

formly higher than is generally the practice on appli- 

ances. There is, however, a great variation in the per- 
centage of down payment. 

Thirty per cent of the companies report a down pay- 
ment of 10 per cent of the total purchase price. Includ- 
ing this group, 51 per cent of all the companies get from 
8 per cent (the lowest down payment reported) up to 
20 per cent. Thirty-seven per cent report down pay- 
ments required of from 25 to 40 per cent. Twelve per 
cent of the companies report a fixed cash payment of 
$25 or $30 on whatever type of set is purchased. 





TERMS 





N length of terms also there is a much greater con- 

servatism than is the usual practice with central sta- 
tions on staple electrical appliances. Sixty-six per cent 
ot the companies offer terms in excess of 12 months. 
Ten per cent of the companies have a six-months rule, 
and 20 per cent keep the terms between 6 and 12 
months. 

The question of reverts is closely connected with this 
matter of length of terms, and here we find another 
wide variation in the experience of the companies. A 
number report that their reverts are negligible, and a 
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few state that they have no reverts at all; whereas, with 
the other companies reverts run as high as 15 per cent. 
Thirty-three per cent of the companies state that their 
reverts are less than 2 per cent of sales. Twenty-two 
per cent state their reverts as around 10 per cent. 
Forty-five per cent of the companies give their revert 
figure as from 3 to 7 per cent, the largest number in 
this group having reverts of 5 per cent. 





SERVICE 





ADIO service, judging from the reports of these 

companies, is a problem that has not yet been licked. 
While some report that service causes no trouble or 
concern, the consensus of opinion is that the service 
problem requires the closest study and follow-up. 

One man comments that it is no use to sell radio 
unless you have a man who really knows radio; that a 
jack-knife mechanic is no good. 

Another company states that while service is a prob- 
lem, it is no more than is to be expected on any com- 
plicated device sold by inexperienced men; that a 
responsibility for excessive service may often be traced 
to the salesman. 

At the other extreme another company states that: 
“Service is simple and it is handled so easily that it is 
rarely if ever mentioned.” 

Another company states: “Radio service has been 
our greatest problem from the standpoint of expense 
and good will. The problem is gradually being solved 
and radio service is becoming profitable.” They state 
further that their public relations have been involved 
with service on radio: “Quick action and settlement of 
radio complaints has increased the good will of the cus- 
tomer. Many complaints have been expensive, but on 
the whole we gain more good will than we lose.” 

It is the experience of a number of companies that 
service calls are not due to the radio set itself but to de- 
fective tubes and outside interference. Both, however, 
result in service calls to the lighting company. 

Special training of service men is stressed as im- 
portant, and here the distributor has been of great 
assistance. Also, with a number of companies the 
major servicing has been passed to the distributor and 
sets have been replaced and return shipments made 
which have satisfactorily, although somewhat expen- 
sively, settled complaints. 

General opinion indicates a gradual betterment. 
Service presents less of a problem now than in the past. 
As one utility man puts it: “It is fairly good now but 
was tough at first.” 





CHARGED SERVICE AND GUARANTEES 





HE question of service is bound up with the prob- 
lem of charging for service and the period of serv- 
ice guarantees. 

Here again there is a divergence from utility policy 
on appliances. With radio the companies have learned 
that the guarantee period must be reduced unless it is 
to have a very adverse effect on profits. 

Thirty per cent of the companies give a year’s guar- 
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antee qualified in half of these instances by a shorter 
guarantee on tubes, usually 30 and 90 days. Forty- 
seven per cent of the companies held free service 
guarantee period down to 90 days; 14 per cent, 30 days; 
5 per cent report 60 days; 4 per cent, 6 months. 

There is a considerable amount of service rendered, 
according to these reporting companies, for which they 
collect. All of them have a standard charge which 
varies from a dollar to $2 an hour. These charges 
vary with the size of the community and resulting 
labor rates, as is natural. In the larger communities, 
charges of $1.50 to $2 an hour prevail. Only companies 
serving smaller communities make the rate as low as a 
dollar an hour. 





PUBLIC RELATIONS 





HE effect on public relations where the utility 

merchandises radio is generally favorable. Although 
some companies are not quite certain how it has affected 
public relations the experience of the greater number 
is that a definitely favorable effect can be traced in this 
important aspect of central station merchandising. 

One utility man in answering the question as to how 
merchandising radio has affected public relations 
answers: “Favorably, but for the life of me couldn’t 
say how. The public expect more free service from the 
public utility company.” 

Another states that they have had no complaints 
from dealers; that they have better relations with cus- 
tomers, because customers feel that if the power com- 
pany sells sets it is more interested in cleaning up 
trouble caused by its lines. 





Loap BUILDING 





O ASPECT of radio has been so productive of con- 

jecture as the direct and indirect load produced by 
radio operation. Little factual study has been made, 
however, and estimates of probable revenue vary 
widely. That estimates should vary is natural with 
millions of families operating radio sets, each with 
different tastes in programs and different hours of 
leisure. There is no average user when one family uses 
the radio five hours a day and another family only five 
hours a week. : 

There are reasonable estimates to be made, however, 
and these companies reporting have, most of them, ac- 
cepted tentatively some figure as the amount of direct 
and indirect load. The difficulty is that these figures 
show such an extraordinary variance. They run from 
50 cents a month to $2.50 a month additional revenue 
per radio set on their lines. 

From a comparison of the reports, it appears that a 
figure of from $10 to $15 revenue a year has met with 
the most general acceptance, and includes the amount of 
additional lighting load as well as direct revenue from 
set operation. From the estimates of these companies 
a figure of $10 might be conservatively accepted as the 
revenue per year, including both direct, from the opera- 


tion of the set and indirect, from the increased use of 
lighting. 
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What Does the Range 


CosTr 


80 said “I don’t know.” 
41 said “Reasonable.” 


{ A Questionnaire to Over 200 Women Brought Out the Following Viewpoints | 


What Are Operating 
GEostsr 


95 answered “I don’t know.” 
35 said ‘‘Reasonable.” 






How Does It 
OPERATEP 


111 said that the electric range 
was objectionably slow. 


38 said “Too High.” 31 said “Too high.” 45 answered that it was not. 
22 said ‘Between $150 and $200.” 10 said “About the same as gas.” 30 were doubtful. 

1 said “$135.” 10 said “More than gas.” 15 vaguely thought it slow. 

1 said “$360.” 8 said “Cheaper than gas.” 3 thought it not especially slow 


21 answered evasively. 


12 gave miscellaneous replies. 


in operation. 





to AReew 


ITH the intention of taking the guesswork out 
of range advertising the Northwestern Electric 
Company of Portland, Oregon, recently con- 
ducted a survey among their non-range-owning customi- 


ers to determine on just what points concerning electric 
ranges they were in need of education. A questionnaire 


was made out which attempted to cover the questions © 


which might arise in a customer’s mind concerning the 
electric range, both those which had been emphasized 
during past months in the company’s advertising and 
others which had not received particular attention. A 
group of customers was then selected from various meter 
routes, sufficiently widely distributed over all parts of 
the city and of varying affluence, so that it was felt that 
a fair cross-section of th: company’s clientele was 
secured. 

The questionnaires were not mailed, but were turned 
over to salesmen to be filled out by means of personal 
calls. The approach to the customer was in each case an 
explanatory one. She was told the purpose of the ques- 
tionnaire and that she was one selected because her 
opinion was valued. She was assured that no attempt 
would be made to sell her merchandise—and this con- 
dition was strictly observed throughout. Two hundred 
and four customers were interviewed. 

The questionnaire was designed to check up on the 
efficacy of past advertising and to ascertain exactly what 
questions relative to the electric range are uppermost 
in the customer’s mind. Had the company been answer- 
ing questions concerning which the customer was no 
longer in doubt and leaving unanswered many points 
on which she felt confused? The result of the question- 
naire was to show that in many instances this was actu- 
ally the case. 

The first question was “What is your idea of the cost 
of an electric range?” 


80 said “I don’t know.” 
41 said “Reasonable.” 
38 said “Too high.” 
22 said “Between $150 and $200.” 
1 said “$135.” 
1 said “$360.” 
21 answered evasively indicating that they didn’t know or 
vaguely thought the price too high. 
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anges’ 


Analyzing these figures indicates that out of the 204 
answers, there were 141 or 69 per cent who did not 
know the price of an electric range or vaguely thought 
it too high or who were definitely misinformed on the 
subject. Evidently it would be well in future advertis- 
ing to attempt to break down sales resistance on this 


point. 
* * * 


“ HAT do you think of the monthly cost of elec- 
tric cooking?” was the next question, designed 

to ascertain just how much the prospective customer 
knew about such cost, as well as her impression of how 
reasonable it might be. 

95 answered “I don’t know.” 

35 said “Reasonable.” 

31 “Too high.” 

10 “About the same as gas.” 

10 “More than gas.” 


8 “Cheaper than gas.” = 
12 gave miscellaneous replies difficult to classify. 


Out of the 201 answers to this question 144, or 70 
per cent were in need of further education. 


a oe 


An attempt was made to find out the opinion of those 
interviewed regarding the speed of the electric range 
as a cooking agent. “Do you think the electric range of 
today is slow?” was the next question asked. 

111 felt that the electric range was objectionably slow. 

45 felt that it was not. 

30 were doubtful. 

15 vaguely thought it slow. 

3 thought it not especially so. 

In other words, in the minds of 763 per cent of the 
customers interviewed, sales resistance to the electric 
range would exist on the grounds of its supposed slow- 
ness. Here is a point which advertising should be 
designed to meet. 

* * * 


EATURES of electric range cooking which had been 
emphasized in the company’s advertising during the 
past months were next included among the questions 
to determine just how effectively the story had been put 
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over. Cleanliness, labor saving, temperature control, 
and good results from oven cooking had been the argu- 
ments particularly stressed. 


91 per cent were of the opinion that the electric range is 
wonderfully clean and a big labor saving device. 

85 per cent were aware that the electric range is provided 
with temperature control and that this is a desirable 
feature. 

63 per cent testified that they believed the electric range to 
give especially fine baking results. 

Two more questions were included in the question- 
naire, designed to assist the company in meeting gas 
range competition. Results from these questions revealed 
the fact that not all gas range users were entirely satis- 
fied and indicated the shortcomings of gas as a fuel 
which most influenced the purchase of other equipment. 
They also brought out the fact that the feature of the 
gas range which is most admired by the housewife is its 
speed in obtaining an initial heat. 


Merchandising 





HE questionnaire was not complete, in that there 

are many more questions upon which the sales de- 
partment of the Northwestern Electric Company would 
like to be informed of the customer’s attitude, but it 
was felt that it would be unwise to ask for more infor- 
mation at one time. But, at least, the results obtained 
were an illuminating indication of the direction which 
future range advertising should take in order to do a 
more thorough job. 

The average housewife, if those interviewed are to be 
taken as typical, is of the opinion that the electric range 
is clean, labor saving and efficient; she would like to 
have one if she could be convinced that it was not slow 
and if she did not feel that it was beyond her means, 
both on account of its initial cost and because it was 
expensive to operate. The task before the advertising 
and sales department in removing these sales resistances 
is obvious. 


Water HeEaTERS 


The Alabama Power Company sells 401 low wattage heaters in 30-day campaign 


By A. B. Collins 


Manager, Merchandise Sales Division, Alabama Power Company 


storage type electric water heaters in thirty and 

sixty gallon sizes and placed them in the homes of 
range customers, who were water heater prospects. We 
started with two or three heater and by the end of the 
year had placed fifteen or twenty in various towns on our 
system in Alabama, and the customers were so well 
pleased with the service and bills on these heaters, which 
had been installed on approval, that they did not hesitate 
to purchase them from us after several months operation. 
These heaters were placed in the homes of range cus- 
tomers whose use of energy for lighting and cooking 
brought them to our lowest step of 24c. net on our 
Cooking Rate, known as Schedule “D.” 

In February of this year we issued a new deuce 
rate that not only offered to all domestic customers the 
low electric range cooking step of 3c. instead of the for- 
mer step of 34c. net, but established a new low step for 
water heating, etc., of 14c. These new rates provide for 
only one meter in the home. 

When this 14c. step became available we realized that 
it opened wide the field of water heating electrically, and 
our experiences last year with the low wattage heaters 
convinced us that we need not hesitate to invade this new 
field vigorously. As we already had thousands of elec- 
tric range users who were not using water heaters, they 
immediately became prospects for the new type of heaters 
on the new low rate. 

Therefore, we arranged to campaign and set a quota 
of 300 water heaters. This was fairly ambitious, con- 
sidering that we had never staged a water heater cam- 
paign and further than we only had a total of 900 water 


i AST year we purchased a new type of low wattage 
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heaters of all types on the entire system after seven or 
eight years of merchandising. 

The end of the thirty-day campaign showed us with 
sales of 401 heaters. We had selected heaters of the low 
wattage type, the thirty-gallon being the popular size, 
and sixty-gallon being used for the larger homes. The 
wattage was 1,500 on one make, 1,300 on the other, both 
having a split element with automatic dual control. The 
big advantage from an operating standpoint in merchan- 
dising this type of low wattage heater, was the fact that 
we could place these heaters almost indiscriminately in 
our various range nests, without increasing transformer 
or other distribution services. 

In preparing for the campaign we divided the state 
equally between the two makes and the interesting point 
is that no one district or division stood out conspicuously, 
the whole system doing a balanced job on the heaters. 
This is rather striking when it is remembered that these 
heaters were practically unknown to most of our people 
in the field and they simply installed them and the cus- 
tomers accepted them on the assurances of the manage- 
ment that these heaters would render the service claimed. 

It is noteworthy that this water heater campaign was 
one of the most collective efforts that we ever had in our 
company; in fact, everyone in the company from the 
president down took a personal interest in the campaign, 
and when this fact spread through the field forces every- 
one became enthusiastic about the job, and there was no 
doubt about its going over in a big way. 

We expect to stage a similar campaign later in the 
summer and work for even greater success now that the 
right start has been made. 
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How Meier and Frank, Portland, 
Oregon, followed Action Window plan 
in January Electrical Merchandising. 


| ) J E HAVE been pleased to hear from time to time 
that the Action Window Series by I. L. 
Cochrane, which began in our January issue, are 
being used to considerable extent by electrical dealers 
in different sections of the country. 

They work them out with some slight variations of 
their own and, in many cases, have written to tell us 
of their experience. 

One dealer, Meier & Frank of Portland, Oregon, put 
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on an electric washing machine campaign and used the 
Action Window No. 1 throughout the length of it. 
Notice that in the photograph reproduced with the article 
that the washer is spotlighted in the center of the screen 
behind which the clothes are hung. The dealer placed 
the washer to one side so that the figures of the women 
would be outlined against the light background. The 
figures, too instead of being cardboard cut-outs were 
wax models. 


91 














A Seawen h, ae 
Action Winpow No. 6 


SNOWSTORM in 

summertime! Such is 

the striking key fea- 
ture of this electrical refrigerator window display. Not 
just a mere scenic snowstorm, detached from the main 
selling thought, but a snowstorm falling directly in front 
of a group of dainty, iced summery foods, thus riveting 
attention on the subject and creating a desire for an elec- 
tric refrigerator with appetizing reasons set forth. 

Then as a secondary call to buying action below the 
foods and the snowstorm is a dining room scene on a 
panel, brought out by flood lighting from below. By 
way of a further follow-up, at the extreme bottom of 
the center display is a panel of copy, selected from maga- 
zine advertising, telling why the hostess of today prefers 
the refrigerator shown. It will be seen that the sequence 
of attraction, pictorial and lettered copy is all happily 
and artistically grouped in the central part of the dis- 
play—the spectator is impressed by the leading selling 
thoughts in one glance, as it were; the eye naturally 
follows down from one thought to the next. Ribbons 
and cards play up additional reasons for having this 
refrigerator in the home. 

The layout and color plan may be correctly described 
as being strong by virtue of cool daintiness. The ser- 
rated semi-circular background was done in shades of 
blue and green. The four dishes of iced foods were 
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By I. L. Cochrane 


realistic; the word ‘‘Frigid- 
aire’ in raised letters all on 
a ccol green field, the color 
tones gradually merging into one another. The dining 
room in a semi-poster effect is painted on a projecting 
two-layer decorative panel. 

All cards are black lettering on silver paper, mounted 
on silver cloth backgrounds; and the modernistic floor 
in tones of light blue and silver, sprinkled with artificial 
snow. 

Figure A gives a view of the general construction and 
placing of items, except painted panel in rear of shadow 
box and dining room scene on bottom front panel— 
these are shown on photograph of the complete display. 
The height should be a few inches taller than the re- 
frigerators at each side, the depth 3 feet and the width 
about 3 feet 6 inches. Figures B and C detail the con- 
struction of the chute, through which the artificial snow 


(confetti) is blown so that it falls in the manner of real 
snow. 


SET of fan blades can be attached to a motor some- 
what larger than a regular fan motor; this will also 
save space as the fan motor pedestal takes up needed 
room. The angle of the base block is the angle of the 
chute at the bottom. Fan must be close up and the blades 
pitched to exert the maximum force. Note the long 
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sweep of chute, which passes out through the side of 





shadow box and re-enters at the top. sunburst. 
Chute is made of beaver or upson board, firmly fast- : tree cutout. opening of 
ened at each end by wooden frames. Nail sides and Fie. C_ cpa 
bottom with long, thin brads, then cover edges with (Right) Another view of the 
we ; chute showing relation to ' 
gummed tape to make airtight. The bottom of chute front tree cutout and fan. | 





is covered with a piece of mosquito screening to pre- 
vent confetti falling out, and also 

to allow blast of air to throw the 
particles up to the other end. bk ae 
Before putting chute together, is ile” Sa 7 
line the insdes with a very smooth | | <a 
paper—-silver paper was used in | 

the window shown because it was 
convenient. Also note that the 
chute is placed in the extreme 
rear. 

The two boards that meet and 
form a V at the bottom of chute 
must have all possible pitch, so 
the confetti will slide down to the 
bottom and fall through the aper- XN clot in board for 
ture into the chute to be blown ASS, Confetti to slip 
up again. These boards must en- . \ through. Z 
tirely inclose the space at the 
bottom of shadow box, being the 
full depth of the box. The chute 
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Fic. B 
(Left) The chute is built of 
composition board fastened at 
both ends in wooden frames. 
Bottom and sides fastened with 
brads and edges covered with 
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should be about 10 inches square é all edges of ae ee ee 
for best results. _* AINE with stickum 
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—_ meavy cardboard. 
~~ tape over edges. 


> ~wooden frame. 








omall motor 
mounted on 
wood block. 





Fic. D 


(Left) To obtain maximum ; 
air movement with minimum wood block 
Space, it is suggested that fan fastened to 
blades be mounted ona motor 98S: 
larger than usual fan motor. 














HE silver and green serrated ornament at the top 

also serves to mask the chute where it swings around 
and passes back into the top of shadow box. This piece 
is set 18 inches back for best effect. 

The tree-like cut-out at the top serves to mask the 
upper end of chute as well as an added touch of orna- 
mentation. The refrigerator at the side, where the chute 
passes, masks the part of chute that projects. which is 
another reason why the chute is at the rear. Lamps in 
upper front corners of shadow box throw a soft light on 
the falling snow and illuminate the frozen dessert panel 
in the rear. 

This artistic action display was used last Summer, 
attracted an unusual amount of attention and sold re- 
frigerators. It was designed and built by Dave Congress 
for the Queensboro Gas & Electric Company of Far 
Rockaway, N. Y. 


“Put a snowstorm in your front window in the sum- 





























View from front of general construction. A fan drives con- . ys “ e 
. . ‘ : says y world will beat 
fetti through a chute falling as snow and being returned to mertime, says the inventor, “and the 


action through the cutout shown. a path to vour door. 
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Pull the WASHER and 


Keep the 


A rental lease plan which makes repossession easy 


and guards both dealer and customer from loss 


By WILLIAM M. EMERY 


Gp: insttne repossession is no small problem of been written by lawyers or persons without a modern 


our installment business—I call a “pull” successful 

only when the good will of the customer is retained, 
when the “pull” is promptly and easily accomplished and 
when the customer comes back in six months to buy 
again and this time pays regularly. 

The majority of repossessions are due to other causes 
than a desire to beat the company. The fact that refer- 
ences given at the time of the contract are so rarely 
faked proves this to be the case. Salesmen are more 
likely to sin in faking references than the customers. 
I believe most customers really intend to pay at the time 
they make the down payment but unexpected conditions 
arise which alter the situation. Usually these conditions 
are temporary. In the course of three to nine months 
these same customers may be good payers if they have 
been courteously treated. During a period of 15 months 
most families of the wage-earner class go through at 
least one tight squeeze because of sickness, death, unem- 
ployment or an unusually severe winter. 

Looking at it from a slightly different angle, it is not 
economic or right that on account of your high-pressure 
salesman having created a premature dose of excess 
optimism in your customer, so much so that she signed 
the lease and paid the first payment, that this customer 
should be permanently lost to you through repossession 
or should irredeemably lose her down payment. 


INCE June of last year when I discontinued the sale 

of washers, I have devoted most of my time to the 
collection of accounts. Thus I have seen the problem 
from a new angle; my viewpoint has not been centered 
on the new accounts as it was previously but upon the 
windup of the old accounts which accumulate under most 
collection policies of the persuasion type. With this 
experience to profit me I should make several important 
changes in my methods were I again to enter the retail 
merchandising field. 

The lease contract which most of us are using should 
be revamped with its twofold purpose saliently in view, 
first to create a definite understanding with the customer, 
thus encouraging prompt payments and fewer disputes; 
secondly, to facilitate the graceful repossession of the 
merchandise if it becomes advisable. 

Our present lease forms do not do this. They have 
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merchandising viewpoint. They are complicated with so 
much legal bologna that the important purposes are over- 
shadowed. Our salesmen are afraid to permit the cus- 
tomer to read the lease for fear it will give her fountain 
pen paralysis. For this reason many customers are asked 
by the salesman to sign their leases sight unseen. This 
does not help sales, collections or repossessions. At the 
other extreme some leases are so simple they are without 
any legal value. Following is my suggestion for a 
lease form that would do away with some of these diffi- 
culties : 


Expiration Date 


Date of Signing 
of Lease 


RENTAL LEASE 





I have received of the West Philadelphia Maytag Company one Washer No. for the use of 
which I agree to pay them $——— rental for the first omn te advarice and $——— promptly at theic 
office on the ———————. of each month thereafter, beginning wit , 192—, until the expi- 
ration date of this lease. 


The machine is entirely their property and I agree to return it to them free of all claims should I not 
make my payments as I have agreed. I agree not to remove it from my present address without first 
obtaining their consent in writing. No verbal or agreement other than this is mutually binding. 
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The Progressive Washer Company extends to the renter of this equipment the privilege of 


rchas- 
ing it for $——— at any time during this agreement and to apply as a credit, all previously can't rent if 
it was paid promptly. 


_ Nore: The usual liberal policy of the Progressive Washer Company is that when due to unavoidable 
circumstances a rental customer who has previously paid promptly is unable to continue the rent as agreed, 
they call for the machine and issue a non-negotiable receipt for rental paid. Later when the customer is 
able to complete the rentals they return the same machine or a machine of similar serial number and grant 


{ull credit for previous rent paid as shown by the receipt less a charge for cloaning and storage not to 
excecd $5.00. 


OR years our “bailment leases” have been written on 

a rental basis but we have always apologized to the 
customer for it. We have tried to minimize this feature. 
I believe that we have made a mistake. Face the cus- 
tomer squarely, put Rental Lease at the top in large 
letters. Let them know they are renting and not buying 
because the customer subconsciously realizes that when a 
thing is rented that it must be paid for promptly or 
returned. It is not a case of give me another month 
like the open account. It emphasizes the non-ownership- 
until-paid-for idea. 

Such a lease can be used as a big selling feature by 
pointing to the last paragraph. “A customer never loses 
anything when they deal with us because of our liberal 
policy. Unlike the furniture companies, you are always 
given a chance.” Of course the customer seldom gets 
back the same machine which they return, but I have 
never seen a dealer who does not have a machine of sim- 
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ilar serial number possibly a year old that he is glad to 
get rid of. If the customer did pay promptly when she 
could, she is entitled to credit again. If they don’t look 
safe terms are cash on the second trip and if for any 
reason the dealer has changed his. policy there is no law 
against that either. If the customer is never heard from 
again we have lost nothing by making promises that have 
kept them happy. 

With a lease of this kind it is so much easier to re- 
possess and it is unnecessary to create ill feeling. There 
is no “gone forever” idea. There is no black list or 
reflection on credit. The whole idea is that the machine 
will soon be returned. 

“Surely, Mrs. Jones, you could not expect the finance 
company to leave the machine here when you are not 
making the payments. Most of our customers really 
like the idea of temporarily returning their machines 
when things don’t break right for them, so they won’t 
be bothered with the rent or by the finance company. As 
soon as your husband’s work is better, you let us know 
because you still have credit for everything you’ve paid. 
We do this really to protect you because otherwise the 
finance company would take the machine, give you no 
credit, and you'd lose all your payments. Just tell your 
neighbors we are refinishing your machine for you be- 
cause you recommend so many friends. 

Where a customer has been permitted to continue 
with reduced payments irregularly paid, I have no- 
ticed that they seldom resume full payments at a later 
period. <A policy of this kind is fatal to further business 
with the same customer because a weak collection policy 
has made such business undesirable to you. It is much 
better to repossess the machine in thirty or sixty days and 
later return it when full payments can be renewed. The 
customer will in the long run feel better toward you than 
if she is worried by much dunning for small payments. 


HERE are two important times for collections. The 

first calls for business-like promptness on the day 
the first payment is due. A personal call at this time 
will repay the dealer well in the months to follow. The 
customer’s psychology at the time of the first payment is, 
“Shall we keep it or not.” Vigorous action at this time 
means an extra $10 payment in hand which has saved 
many a repossession. It also saves a display of leniency 
which would be interpreted by the customer as collection 
weakness. 

The other vital time is the expiration date. There is 
a tendency to let the payments drag towards the end 
when the balance is small. The expiration date marks the 
time at which the dealer starts paying the finance com- 
pany out of his own pocket. 

I have found in the minds of most customers a sub- 
conscious feeling that responds readily to the idea that 
like the mortgage and the yearly magazine subscription, 
etc., a rental lease has a definite expiration date. It must 
be paid in full before then. They can further be taught 
that the finance company will not renew the lease, that 
at that time they must borrow the money elsewhere or 
lose the machine. 

The effect of such a policy will not be felt until the 
latter months. Then the customer may be reminded with 
a rubber stamp “Only three more months to pay” —‘This 
expires in 30 days,” etc. “All machines called for on the 
expiration date unless paid in full.” 

Arrangements may be made with a local loan 
company to take care of these stragglers either 
directly or by the purchase of a special rewritten lease. 
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It might be necessary to guarantee to buy back the 
washer if they repossess it when the amount of the bal- 
ance does not exceed $50. The interest rate with a 
loan company will be no more than your normal $1.25 
per month because of the small balance. 

The big point is to emphasize the expiration date and 
put the screws on. The customer’s equity is so large 
that you can’t do any harm so long as you blame it on 
the finance company. If it is diplomatically handled and 
blamed on the finance company there will be little loss 
of good will and surprisingly few repossessions. 

Some dealers have attempted to collect $1.25 per 


‘month interest penalty when payments are delinquent. 


I must confess that I have had little success with this 
except in cases of rewriting leases. I believe that this 
is ordinarily possible only when the lease approaches its 
expiration. 

In difficult repossessions where 50 per cent or more 
has been paid and my confidence in the customer is all 
gone, I have frequently been successful in selling the 
customer on the idea that she would be foolish to pay 
the balance even if she had it. This is helped by the fact 
that the machine in such a home is sure to be dirty and 
in bad condition. I point out to her that there have been 
many improvements, the prices on many machines have 
been reduced and she can get a new one for little more 
than the balance that she owes. I convince her that if I 
take the machine out now any one of a number of firms 
will be glad to replace it right away with a brand new 
one for practically the amount of the balance if she will 
call them on the phone. 


HEN you are in doubt as to the advisability of 

“pulling” a machine or extending further time, the 
best rule is to look at the machine. If it is dirty, the 
customer never expects to own it and she really doesn’t 
want it. So pull it. If it is clean the woman will 
respond to good treatment if it is humanly possible. 

In most states the legislatures have established the 
practice of a “Certificate of Title” for automobiles. 
This has impressed itself on the public consciousness and 
has been of tremendous help to the automobile finance 
companies in their final collections because the “titles” 
are withheld until final payments are made. While it is 
not possible in electrical appliances to obtain much legis- 
lative co-operation there is nothing in the world to pre- 
vent the manufacturers of major appliances from cap- 
italizing on this situation. The manufacturers associa- 
tions should adopt a standard form to be supplied to 
their dealers—who would immediately encourage all 
their past owners to call for a “Certificate of Title.” 
After a quantity of these had been distributed a response 
would be obtained from the public whereby they would 
insist on “Titles.” This would permit an extra $1.25 
per month rental to be charged for delinquency beyond 
the expiration date. A person buying a second-hand 
washer would insist on seeing the title. Final payments 
would be made more promptly so that the machine would 
be really theirs. Machines would also be more easily 
pulled since the customer did not possess title. 

Imagine the beneficial effect if the customer was edu- 
cated to the idea by printing a small picture of the 
“Certificate of Title” on the back of the white advance 
notices each month with the added thought, “Demand a 
Certificate of Title when you make complete payment in 
buying a washer. This is more valuable than a receipt 
in full.” Make her want this Certificate and our collec- 
tion problems will be easier. 
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OMPETITION is the real dictator of advertising 

effort, expenditure and technique. It is not the 

competition of other sellers of electric appliances 
ordinarily that sets the pace in our business. It is the 
competition of other lines of merchandise. We have 
to keep up with the procession. We must conform our 
methods to the current standards of distribution. 

The phrase “the fight for the consumer’s dollar” is 
one of the silliest phrases ever coined in business psy- 
chology. What we ought to be talking about is “the 
fight to conserve the consumer’s dollar.” That is exactly 
what the distributors of electrical appliances are doing. 
Our goods increase the consumer’s efficiency—improves 
his domestic economy. They increase the useful appli- 
cation of electricity and thus contribute toward lower 
electric rates and still further economy. 

Public utility operators are not primarily mer- 
chandisers—in fact few of them have any conception at 
all of merchandising. That is why they do not under- 
stand the amount of money today required in advertising 
and selling to move a large volume of goods at a profit. 
It is why they shy at ambitious plans calling for healthy 
budgets. 

D. F. Kelly, head of the Fair department store in 
Chicago, spends $1,200,000 a year in advertising. This 
is probably about one-tenth of the total advertising 
expenditures of all the electric light and power com- 
panies in the United States. Mr. Kelly says that the 
no-parking ordinance in the loop seriously affected his 
business. He overcame this loss by increased advertis- 
ing. He says that it was only by means of advertising 
that he was able to keep business from falling off. 


BSERVING the use of large newspaper space by 

merchants, the electric and gas shops of the Pitts- 
burgh utilities used 27 full pages last December and 
November. November business jumped 59% compared 
with the preceding year. December business increased 
30%. The total gross business for the two months was 
$343,000. The newspaper space cost less than 5%. The 
electric and gas shops closed the year with handsome net 
earnings on the invested capital. 

In Boston, the Edison Electric Illuminating Company 
has a highly developed plan of co-operation with the 
dealers. It includes advertising on a comprehensive 
scale. Last July the participating dealers made 11,000 
individual sales. In August advertising was temporarily 
discontinued ; sales that month dropped to 1,978. 





*From an address at the Merchandising Sales Conference, Great 
Lakes Division, N.E.L.A., March 20, 1929. 
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This company also discovered that it pays to con- 
centrate advertising effort and to use more than one 
form of advertising to put it over. For example, four 
newspaper ads and a mail broadside of 200,000 postcards 
led to 2,219 sales of vacuum cleaners in a month; 
normal business 150 cleaners. An electric iron drive 
on similar lines resulted in 2,800 sales; ordinary busi- 
ness 200 irons. 

These examples are cited because they illustrate the 
success of companies not afraid to spend money on ad- 
vertising. First, they had a definite objective; second, 
they had an effective selling plan and a competent force 
of salesmen; third, they planned the advertising to meet 
the requirements of the particular job in hand; fourth, 
they put advertising to work on an adequate scale. 

The Boston company’s scheme of concentrated, multi- 
form advertising, is closely parallel with the advertising 
efforts used with striking success in pioneering the sale 
of utility preferred stock of the customer ownership 
principle somé years ago. These, too, were backed by 
good sales organization. 


NDIVIDUAL newspaper and direct mail drives cost- 

ing $25,000 to $30,000 each were not uncommon with 
large companies in the development days of customer 
ownership selling. The advertising cost was only a 
reasonable proportion of the total selling cost. which 
in itself was moderate. If you asked any utility execu- 
tive familiar with these efforts whether they paid you 
will receive an emphatic affirmative. 

Now, consider the advertising of electric appliances 
and try to discover any advertising efforts carried ou? 
with the comprehensive vigor of these customer owner- 
ship campaigns. Some companies are beginning to learn 
how. but they have a long way to go before they en- 
counter the law of diminishing returns. 

You say, “Yes, it’s all right to urge spending more 
money on advertising, but what is the use when genera! 
managers and finance committees turn us down?” 

My reply is that when we get the pruning hook it 
is our own fault. We have not properly analyzed and 
set up and sold a plan that is clear cut and well reasoned 
out. Utility boards and executives will approve ex- 
penditures for business building just as quickly and 
cheerfully as for new power plants or distributing lines, 
if the real desirability from a business point of view 
is demonstrated. This responsibility is ours. If we 
can’t sell our ideas to our own people, usually one of 
two reasons exists; either the ideas are commercially 
no good, or they have not been properly developed. 
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‘6 FE PLACED the demonstration of all our 
WW health appliances in charge of a graduate 
nurse not because she knows more human ills 
than the ordinary person—and might, therefore, suggest 
more uses for pads, vibrators and light ray devices— 
but because her training, her conservatism and her knowl- 
edge of medical ethics fits her to advise our customers 
truthfully and accurately, as to just what these affairs 
will not do, as well as what they are really good for” 

H. G. Huey was speaking. Mr. Huey is in charge 
of merchandise sales for the Northern States Power 
Company at Minneapolis. 

“We wanted to play fair with the medical profession. 
We wanted to play fair with our customers. My com- 
pany felt that, in handling a complete line of electrical 
therapeutic articles, it was placed under a definite obliga- 
tion to its public—and it proposed to discharge that 
obligation to the best of its ability.” 


98 


When 


URSE 


Minneapolis utility 
finds a graduate 
nurse a sales and good 
will asset in mer- 
chandising health 
appliances 


What has been the result of this 
policy ? 

June Reimann, the graduate 
nurse, took her place on the sales 
floor in January. She is paid a 
substantial salary and a small com- 
mission on direct sales. Business, 
to date, has not progressed by 
leaps and bounds but, customer 
confidence—and doctor good will— 
has. The public has quickly re- 
sponded to this opportunity 
to discuss, with a profes- 
sional nurse, their physical 
ailments. Miss Reimann 
gives competent advice on 
such subjects as proper diet 
in connection with the use of motor exercisers. She 
discusses all phases of hygiene. 'She does not presume, 
however, to diagnose cases. To those who are not in 
the best of health, and who need treatment other than 
the maintenance of normal well being, she says, ‘“Con- 
sult your family physician. First get his approval, then 
see me.” 

In Minneapolis last winter the doctors, with few 
exceptions, were antagonistic to health appliances. Since 
February there has been a noticeable change in this 
attitude. Today many of them are sending patients to 
Miss Reimann. 

This altered attitude is confirmed by the experience 
of Minneapolis electrical dealers featuring motor ex- 
ercisers and health lamps—the Sterling Electric Com- 
pany and the Findley Electric Company, for example. 

The psychological effect of Miss Reiman’s presence in 
the health appliance department is just as important in 


Electrical Merchandising, June, 1929 


TE Hien Ray 











The health device department of the Northern States Power Company, Minneapolis, Minn. 
Miss June Reiman, a graduate nurse, advises prospective customers, and present users on how 
to get the best results from exercisers, health lamps and other home therapeutic devices 


a measure as the advice and suggestions she makes to 
prospective customers. The smart, competent appear- 
ance of the professional nurse not only suggests health 
and bodily fitness, but the mere presence of Miss 
Reiman gives the customer confidence in the company. 
She instinctively feels that any claims they may make 
concerning the merchandise can be trusted because they 
are competent to make its uses thoroughly understood. 

That the field for the trained nurse, in a property 
the size of the Northern States Power Company is a 
fertile one is apparent when one considers the many 
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health devices now available for sale by the electrical 
merchant: Motor exercisers, hand vibrators, violet ray 
applicators, ultra-violet lamps, infra-red (heat) lamps, 
heating pads, hot plate cookery for the sick chamber, 
vaporizers for nasal disorders, ventilating fans. 

“These things are going to be sold by the electrical 
store—so why not do the job right,’ concludes Huey. 
“From a customer relations viewpoint alone Miss Rei- 
mann has demonstrated her permanent worth; and we 
haven't begun to use this idea to the fullest extent of 
its possibilities.” 
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How rural service engineering develops business 
for the Northern States Power Company 


ELLING the farmer electrical machinery and ap- 
pliances—provided that service be properly rendered 
—involves a number of factors. 

According to the extensive experience of the Northern 
States Power Company, whose headquarters are located 
at Minneapolis, Minnesota, the rural service engineering 
department is an exceedingly important part of this sell- 
ing process which involves, in its entirety, not less than 
six factors, namely: the manufacturer of farm ma- 
chinery, the jobber, the dealer, the manager of the sales 
department and his salesmen, the rate committee, and 
last but not least, the rural service engineer. 

Electrical devices, particularly farm machinery, must 
be re-designed to meet the needs of the economic ap- 
plication of electric power inasmuch as most farm 
machinery is now built for slow speed, heavy duty, gas 
engines. New equipment must be built to take com- 
paratively low horsepower, high speed, electric motors. 
The first step in this coordination, therefore, is contact 
with the manufacturer by the rural service engineer 
of the power company. 

As the jobber and the dealer in farm implements 
are the chief agencies who now serve the mechanical 
needs of the farmer, these groups must be brought into 
close touch with the work and experience of the central 
station rural engineers. 

Again, rates must be satisfactory. This means that 
each individual farm must be carefully surveyed by the 
rural engineer and that the electric household appliances 
and farm machinery suitable for the type of farm under 
consideration, and sufficient to insure a monthly con- 
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sumption of not less than 100 kw.-hr. be installed. 

These factors. as has been said above, must functior 
in close harmony with each other. And these individuals 
and groups should coordinate and clear through the rural 
engineering service department. 

The worth of such coordination is revealed by the: 
following facts: there are now approximately 3,400 
farms served by the Northern States Power Company. 
Over 700 are on encouragement rates—3-cent energy. 
In this latter class two in three have electrically driven 
water systems, one in five electric milkers, and one in 
seven electric ranges. 

Since January, 1929, average monthly consumption on 
these farms has risen to 136 kw.-hr. per user. Demand. 
from those farms still on commercial rates has, during 
this same period, been boosted from 23 to 68 kw.-hr. 
per month. 

How, then, does this system function 7 

C. P. Wagner, head of rural service for the Northern 
States Company, has established personal relations with 
the majority of farm implements manufacturers in the 
country and with every jobber in Minneapolis and St. 
Paul. Conferences have been held with the manufactur- 
ers in order to make clear the radical difference between 
farm machinery, such as mills, cutters and pumps, for 
use with gas engines and the same machinery for use 
with 3, 5 or 10 H.P., single phase, high speed electric 
motors. This difference of motive power frequently calls: 
for a complete re-design. 

Jobbers and dealers also are rapidly coming to ap- 
preciate the need of first checking with Wagner before 
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Motorized farm sima- 
chinery as well as 
electrical essentials for 
house work account 
for an average of 136 


making final recommendations to the farmer concerning his requirements. 

Direct contact with the consumer, by the rural service or the sales depart- 
ments, is established in three ways: by a representative of the former organi- 
zation at the time the rural dweller applies for service; by local sales 
managers in county seats or rural centers; and through direct-by-mail 






















circularizations, issued by the rural service engineering de- 
partment in co-ordination with the merchandise sales man- 
ager during appliance campaigns. 

First of all selling a farmer is an engineering job. The 
rural sales engineer explains the economic advisability of 
providing initially for a monthly load of not less than 100 
kw.-hr. consumption. Knowing the type of farm as well as 
its domestic electrical requirements—and being well grounded 
in agriculture he submits a detailed schedule of apparatus 
recommended. The necessary special machinery is pur- 
chased, as a rule, from a local dealer who already has been 
instructed in the subject of electrically driven implements. 
The domestic equipment follow-up is referred to 
the company’s local manager. 

Because the engineer is close to the specific 
farm problem, members of the rural engineering 
force check with the local manager before he closes 
an order for a major load building appliance. 

“Insuring a more constant demand factor is 
our biggest problem,” declares Mr. Wagner. 





kw.-hr. per month 
from the rural cus- 
tomers of the North- 
ern States Power 
Company. 
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“To attain this end it is recommended that 
all rural service engineers list farm machinery by 
name and type and according to its suitability 
when electrically driven. Local surveys classify- 
ing farms according to their character, for the 
purpose of determining how and when to sell 
these customers, was specifically recommended at 
the last meeting of the N.E.L.A. Committee on 
Farm Electrification.” 
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RESIDENCE 


HE increasing activity of central 

stations in the sale of commercial 
and apartment house refrigeration 1s indicated 
by the following figures taken from a recent 
survey by Electrical World: 








Summary of Sales of Commercial Units 


by 55 Utilities 








Size of 
Territory 
No. of (No. of 
Companies Domestic 
Section Reporting Sales Quota Customers) 
1926 1927 1928 1929 
_ | eee 21 73 499 745 1102 1,728,511 
Middle West 23 728 1898 1855 2701 1,565,762 
South....... 6 85 130 119 207 167,356 
|| ee 5 59 80 88 145 200,043 
Total..... 55 945 2607 2818 4155 3,661,672 








Sale of Apartment-House Units by 31 Utilities 














Size of 
Territory 
No. of (No. of 
Companies Domestic 
Section Reporting Sales Quota Customers) 
1926 1927 1928 1929 
East........ 11 25 285 440 487 1,320,927 
Middle West 11 37. 224 387) 739 1,340,179 
South....... 3 ieraon 21 4 27 143,470 
West........ 5 77 74 123 194 225,802 
Total..... 31 139 54 954 1447 3,030,378 
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APARTMENT House 


efrigeration 


How the Toledo Edtson 
apartment house and 
organization, cam 


By R. V. 


6¢ HF A man thinks he is going to start in the retail 

[esses we know it.” 

This calm statement of fact is made by Cliff 
Honafius, manager of the commercial refrigeration divi- 
sion of the Toledo Edison Company, and no one, perhaps, 
is more adequately equipped to prove it than the gentle- 
man in question. The importance of keeping in direct 
touch with the market has been developed to an un- 
usually effective point and Mr. Honafius’ somewhat puz- 
zling “second sight” is due, in a large measure, to an 
intimate and complete personal contact maintained with 
the more important feeders of commercial tips. Among 
these manifold sources may be included wholesalers of 
meats and groceries; representatives of store equipment 
and fixture concerns; the scale and cash register people; 
purveyors of bottled waters; and butcher supply houses, 
with particular reference to those dealing in coolers and 
display cases. 

As a necessary and convincing indication of the effec- 
tiveness of tapping these usually neglected sources the 
following figures may be interesting. 

There are less than 1,700 genuine prospects for com- 
mercial electric refrigeration in Toledo, Ohio. During 
the past four years the Toledo Edison Company sold 
cooling plants to 1,140 of these merchants. Sales by 
other outlets were approximately 190 more—a total of 
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BUTCHER 


GROCER 


for Kwery L ype of User 


Company sells commercial, 
domestic refrigeration through 
paigns and contacts 


Sutliffe 


1,330. In other words, due to the aggressiveness of this 
utility, the Toledo territory for commercial refrigeration 
is 78 per cent saturated. 


HE wisdom of this policy will be seen when it is 

stated that, of the 596 grocers serving the popu- 
lation of 315,000, the Toledo Edison Company has sold 
commercial refrigeration machinery to over 80 per cent. 
With respect to the 107 meat markets this percentage 
crosses the 90 mark. 

To many this prospect of the saturation figures being so 
nearly attained would prove a source of discouragement. 
But the Toledo Edison find a new market wherever 
they turn. If it is not a new market it is a new product. 
As one instance of new merchandising opportunities devel- 
oping in the refrigeration market, last year they sold 97 
water cooling jobs; average price $164, total gross 
$15,908, average annual load income, $25 each. 

The water cooling market for refrigeration looks 
promising. As of May 1, this year, it has sold 40 water 
cooling jobs, with the best time ahead. 

Here’s another : office buildings, institutions and manu- 
facturing plants are interested in piped ice water. These 
jobs run into real money. This lighting company re- 
cently completed an office building installation, the re- 
frigeration equipment alone grossing $570. This figure 
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does not include the plumbing bill. At this writing this 
company is figuring on another skyscraper, about to be 
erected, the drinking water refrigeration specifications 
for which will approximate $8,000. 

Again—every worthwhile club in Toledo has been sold 
one or more refrigeration units. There’s 100 per cent 
saturation for you! 
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Also, there are 500 “pop” stands within 20 miles of 
Toledo. 
“We've already sold 32 of these fellows and will 


knock over 30 more by July,” states Ed. F. Schmidt, 
new business manager for the Toledo Edison Company. 

Add $16,000 gross merchandise volume in the bag and 
another added income; this time at $54 per refreshment 
stand per year. 

NOTHER example: old apartment houses are now 
ation. 

It is doubtful if these newer sales opportunities would 
have been worked, or as noteworthy a showing, with all 
classes of electric refrigeration users, have been made 
during the past 30 months were it not for an original 
sales policy which included a variety of endeavor. 

The management early decided that it would merch- 
andise actively refrigerator units for every type of user. 
(Toledo Edison, for instance, is prepared to install com- 
pressors of over one horsepower capacity.) It estab- 
lished, therefore, a refrigeration department on a par 
with that of its commercial and merchandising organiza- 
tions. 

This major division employs an average of 39 persons 
in addition to the division manager and his assistant. 
These are assigned as follows: 

Eleven domestic refrigeration salesmen plus a super- 
visor; One apartment house specialist; a supervisor and 
four commercial field men; a water cooler specialist ; two 
telephone canvass clerks; a service superintendent; four 
commercial installers; six domestic installers, five day- 
time service men and one night service man. 

Naturally it takes volume to maintain an organization 
such as this one, especially as the salesmen are paid 
salaries as well as commissions. This company, for last 
year, however, grossed $626,431 from its refrigeration 
department. This was divided as follows: 

Domestic, $279,310; apartment house, $46,833; com- 
mercial, $284,388; water cooling, $15,900. Total gross 
sales for the first four months of 1929 were $223,743. 

YOW three thousand domestic and 1,140 commercial 
1 refrigeration installations means a lot of selling. 
“How did you do it?” was the natural question to ask 
Mr. Schmidt. 

“Apart from those standbys, push, publicity and prod- 
uct,” he replied, “our special endeavors might be titled: 
Organization, Campaigns and Contacts. 

“Full authority vested in a competent manager; an 
adequate personnel, largely composed of factory trained 
specialists, and control of our man power, through salaries 
averaging $100 per month, covers the first point. 

“Refrigerator campaigns are conducted every spring. 


_visit by refrigeration salesmen. 
about 35 per cent equipped with electric refriger- 





The one jut completed, which ran from March 1 to 
April 11, is a good example. Contrary to general custom 
we ran, concurrently, a full-fledged washing machine 
drive. As all my men specialize on one line there was 
no conflict here. On the contrary both crews of busy 
campaigners dug up prospects on the other’s product 
and turned them in. 

“Two girls kept the telephone lines busy all day long 
arranging with subscribers, grouped by streets, for a 
This telephone canvass 
was most satisfactory. Thirty-five per cent of those 
answering the phone agreed to grant an audience to one 
of our field men. It would appear from this that two 
telephone operators can dig up enough live leads to keep 
a dozen men busy. 

“Last month’s campaign produced a total of 889 unit 
(coils) sales. We sold in the neighborhood of 600 
domestic boxes, 200 apartment installations and the bal- 
ance miscellaneous commercial jobs. The buying induce- 
ments were really very slight. It was the psychological 
effect of an excuse to pep-up the men that did the trick. 
Our ‘Celebration Dinner’ was held at the commence- 
ment of the drive, instead of at its termination. This 
meant that the men simply had to come through or the 
flop would be most embarrassing. A Whippet auto- 
mobile was the first prize. The man who won it booked 
32 units, $7,250 worth of business, within a 36 working- 
day period. 

“Now we are going after the manufacturers, of which 
there are exactly 191 in town employing 50 or more 
persons. Their cooled water requirements will run from 
$160 to $9,000 apiece.” 

At this point, the interviewer touched the subject of the 
comparative load value of the average commerical and 
domestic installation. Based on extensive investigation, 
Mr. Schmidt made a comparison between commercial 
and domestic revenue per unit as follows: 

Commercial—average use, 14 hp. hours per day; rate 
4 cents. 


Domestic—2 hp. hours per day; rate, 7 cents. 





_ policy of the Toledo company is unusu- 
ally instructive. A policy of employing specialists, 
men picked and specially trained according to the type 
of buyer rather than the type of product, was many 
times emphasized by Mr. Schmidt. The reason for this 
policy is that a salesman can master the technicalities 
of more than one type of refrigeration easier than he 
can adopt his personality to radically different types 
of buyers—the housewife, the banker, the delicatessen 
merchant and the manufacturer. 

It is, therefore, vitally important that sales represen- 
tatives be picked who meet thcir clientele on their own 
proper basis. 





























Domestic Refrigerator Sales by Utilities in 86 Communities Totaling Over 
5,500,000 Domestic Customers — 
No. _—_No. Domestic ‘ Average 
Domestic Customers Per Cent Time 
Companies Customers Using No. Domestic Units Sold by Utility 1929 Cash Payment 
Reporting Served Refrigerators 1926 1927 1928 Quota Sales (Mo.) 
eae 33 2,845,467 120,571 4,145 6,475 10,729 14,854 28 14 
Middle West 28 2,042,933 82,414 4,452 7,219 8,464 10,251 25 15 
South. «..... 12 327,735 14,849 1,881 2,916 3,850 4,717 9 18 
MVOBE. 6.665. 13 309,797 15,688 426 837 1,945 3,316 14 16 
Totals..... 86 5, 525, 932 233,522 10,904 18,447 24,988 33,138 18 
From Electrical World, April 6, 1929 
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EARS ago the elec- 

trical industry stand- 
ardized its lamp bases and 
attachment plugs and recep- 
tacles. But at the appli- 
ance end of the cord, we 
still suffer from a variety of 
prongs and contacts, so that 
cords and appliances can- 
not be used interchangeably. 


@ To rectify this situation, 
“Electrical Merchandising” 
believes that a conference 
of all those interested 
should be called promptly, 
to determine the best and 
most durable form of appli- 
ance plug, and that such 
plug should then be made 
standard for all makes and 


appliances. @ Standardiza- 
tion, careful design, and 
high-quality materials in ap- 
pliance plugs and cords will 
keep the appliances them- 
selves in service, assuring 
customer satisfaction and 
continued income to the 
electrical industry. 


a 





Non-interchangeable plugs keep appliances out of use. 
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Above: A large illumi- 
nated sign on the roof of 
the building which serves 
as a guide to aviators 
seeking the Joliet airport 
and landing-field, empha- 
sises the company’s posi- 
tion as a public servant. 











Above: The modern kitchen which is 
used for demonstration of appliances as 
well as display. One entire side of the 
room is a folding door which, when 
pushed back, enables approximately 200 
persons to watch a cooking demonstration. 


Left: Luxurious divans and upholstered 
chairs contribute to the comfort of the 
customers’ lounge. The stained-glass tran- 
som faces the street. At night, when 
illuminated from within, it becomes one 
of the most impressive units of the entire 
facade. 


106 Electrical Merchandising, June, 1929 








eee ae 


929 








The new building 
and merchandising 
quarters of the Pub- 
lic Service Com- 
pany of Northern 
Illinois at Joliet. 
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Top: The illumination of the 
exterior of this simple and dig- 
nified building makes tt an ad- 
dition of lasting beauty to the 
community. 


Above: A view of the interio: 
showing four primary types of 
lighting. The metal-railed stair- 
way im the center leads to the 
model bungalow and the com- 
mercial displays in the base- 
ment. 


Above, Left: 4 window devoted 
to health appliances. Note the 
modernistic treatment of the 
background with the visualiza- 
tion of the Spirit of Health the 
central motif of the design. 


Left: Entrance to the model 
bungalow in the basement of the 
building. Various phases of 
small house lighting are admir- 
ably demonstrated in the inter- 
ior, which is completely deco 
vated and furnished. 








Eureka Dealers Are The 
Real 


“WHO’S WHO” 
of Big Business 


Power Companies 


Edison Electric Illuminating Co. 
Seles Gilde welk os ala eis a sieleles ear Boston 
New York Edison Co.....New York 
United Electric Light & Power 


SBrtiis cs oe ick sab waeanes New York 
Philadelphia Electric 

SA; ccs skineascoenene Philadelphia 
Con. Gas. Electric Lt. & 

ROWErASOhiice science wane Baltimore 
Potomac Electric Appliance 

Oise kckansanee Washington, D. C. 
Duquesne Light Co....... Pittsburgh 
Union Gas & Electric 

IS iiccownisweensieaeient Cincinnati 
Union Electric Light & 

PRWER ICO 65 cs hoses een -St. Louis 
Northern States Power 

[SOs swienaugesaasicnnae Minneapolis 
Utah Power & Light 

BSc cawarisnann wat Salt Lake City 
Washington Water Power 

Sse asanisuis ese caasheieet Spokane 

Northern Ohio Power & 

MDE SOON kn abicdssneaa eer Akron 


Ohio Edison Co....Springfield, Ohio 
Southern Indiana Gas & 

it PS See (ct Cc ee eS Evansville 
Central Illinois Light Co...... Peoria 
Illinois Power Co....Springfield, III. 
Delaware Power & Light 


NSO cies oecan deus Wilmington 
Cumberland County Power 

G2 BARNECOL 5 vis eica cis Portland, Me. 
Puget Sound Power & Light 

CSOs soso UGS Kou eeueeaee eee Seattle 
Brockton Edison Co....... Brockton 
Consumers Power Co.....Jackson, 


Grand Rapids, Battle Creek, Kala- 
mazoo, Muskegon, Flint, Saginaw 
and many others 


Department Stores 


Gimbel Bros..... N. Y. City, Pitts- 
burgh, Philadelphia, Milwaukee 
Abraham & Straus........Brooklyn 


Bamberger’s....... swibeneie Newark 
Hahne & Co....... ovcceeee Newark 
Houghton & Dutton Co...... Boston 
Jordan-Marsh Co... «sce Boston 
| Fe eo OF ye, Oc ae Detroit 
Crowley-Milner & Co........ Detroit 
BUOY 8526 citesdoniewicnr . Cleveland 
J. N. Adam & Co...........Buffalo 
Boston Srore...... eric Columbus 
Famous-Barr Co........ vee bt. Louis 


Stix-Baer & Fuller Co.......St. Louis 
Loveman, Joseph & 


MGC (COis es ssaceees Birmingham 
MONE ail. 65s assneeeee been Chicago 
Wiebolt’s (3 stores)..... -..»Chicago 
Marshall Field & Co........Chicago 
The Golden Rule..... saauer St. Paul 
The Dayton Co......... Minneapolis 
MME WAY COinsscsnackar Los Angeles 
The Emporium....... San Francisco 
A. T. Lewis & Sons........ Denver 


H.C. Capwell Co... .<.%: -.--Oakland 
and many others 


Known 








Only two months ago the marvelous Eureka Special, at $39.50, 
was announced to dealers and the public through national maga- 
zines and local newspapers in 270 major cities—reaching a 
stupendous total of 25,000,000 circulation. 


Over the telephone and through the mail came an avalanche 
of orders, inquiries and requests for demonstration — bearing out 
the prediction that the great Eureka Special would quickly estab- 
lish itself as the fastest selling popular-priced cleaner on the market. 


And why not? For 20 years the name Eureka has been synony- 
mous with only the best in electric cleaner service and modern 
home sanitation. Its name, its price, its assured quality, made the 
new Eureka Special a sure-fire winner. Both public and dealers 
clearly sensed this remarkable combination of favorable factors. 


A Better Cleaner—A Sensational Value 


The Eureka Special has made its appearance at a most opportune 
time—a time when the market is cluttered up with nondescript, 
cheap, low-priced cleaners of no established trade name or adver- 
tising value . . . yes, cleaners of questionable construction and 
doubtful effectiveness, in which the public has no confidence and 
of which it knows little or nothing. 


The Eureka Special is a better cleaner—in materials, construc- 
tion, workmanship and cleaning effectiveness—than most cleaners 
selling at a much higher price. 


Measure its 17 inches of vacuum on a standard water gauge. 
Remember this is “up to 70 %” stronger suction than is developed 
by most other cleaners—either popular-priced or selling above $50. 


Compare the plugs, reinforced cable cord, enameled (4 coats) 
steel handle, cord hooks, handle fork, 1/6 H. P. motor, steel fan, 
bohnalite castings, brush, bag and the easily connected attach- 
ments—with the corresponding parts in other “makes” of cleaners 
regardless of price. Run the “Special”! It’s absolutely free from 
vibration. Where have you seen such quality and honest work- 
manship at such a price? 


Inquiries for “‘Special’’ Sell Standard Model 11’s 


Not only has the Eureka Special sold from the very start in 
profitable over-the-counter volume, but inquiries from “Special”? 
advertising have produced an amazingly high percentage of sales 
of Standard Model 11 Eurekas, priced at $56.50, attachments $8.00. 


New evidence of a Eureka landslide is piling up daily. Eureka’s 
tremendous program of advertising will continue during the com- 
ing months. There is no time to hesitate or delay. Interested 
dealers should immediately interview one of our local distric¢ 
managers. Wire, or mail coupon today. 


EUREKA VACUUM CLEANER CO., DETROIT, U.S.A. 
Largest Manufacturers of Vacuum Cleaners in the World 


Canadian Factory, Kitchener, Ont. Foreign Branches: 8 Fisher St., 
London, W.C. 1, Eng.; 299a-301 Castlereagh St., Sydney, Australia 
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This Small Lown Dealer ' 


sells S 


Electric Refrigeration 


AKKE MILLS, WIS., has a population of 1,754 per- 

4 sons. Last year, Ralph [ngsberg, electrical con- 
tractor-dealer, sold 18 commercial jobs; total gross 
$4,940, 

Iengsberg’s commercial stock consisted of one refrig- 
erator, net cost not quite $200. He turned his stock 
therefore eighteen times. Gross margin on these 18 
sales was $1,060. Advertising, sales commissions, sala- 
ries, and servicing expenses totaled $240. 

Owing to the compact nature of his territory and the 
unsaturated condition of his market it was unnecessary 
for him to resort to any special sales promotional 
projects. As all of his sales were standard factory 
assemblies, little engineering knowledge was required 
other than that necessary to determine the prospect's 
requirements and the type of box to meet these needs. 











Above: The 
Engsberg store 
with electric 
refriger- 
ation prominent 
in the window. 





Above: The interior of this contractor- 
dealer store in a small community shows a 
representative stock of quality merchandise 
and appliances. 








Right: One of the eighteen commercial 
refrigeration installations sold by Ralph 
Iingsberg in this town of less than 2,000 
population. 
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very wide in scope, embracing practically every phase of 
housekeeping, even to the making of clothes. A new- 
comer on Miss Freer’s staff is a young woman to give 
instruction in dressmaking,—in cutting, fitting and sew- 
ing of women’s and children’s clothes and in general 
household sewing. One of the features of the work will 
be instruction in the use of the various attachments of 
the machine, to enable the woman in the home to make 
the decorative stitches and trimmings found on ready- 
made dresses. Miss Freer is very enthusiastic about the 
new service and is confident that it will be given a cordial 
reception by Brooklyn housewives. 


OMEN have come to look to their local home 

service department for help in all housekeeping 
problems, whether of an electrical nature or not. Home 
service women, on the other hand, appreciate this con- 
fidence and give their best efforts to the solutions of 
their customers’ problems. Lamp shade classes, touching 
also on interior decoration have been very enthusiastically 
attended by women. Encouraged by the response of the 
women to instruction of this kind, a new service is now 
being offered by some of the utilities. This new activity 
is a so-called “party service’ through which women are 
advised on types of party decorations and menus. Light- 
ing specialists give suggestions on the use of light for 
room and table decorations and the range and appliance 
specialists provide the menus. Very novel effects have 
been obtained through the use of Christmas-tree lighting 
sets. A new name for this decorative string of lamps 
is needed as they can be effectively used as party deco- 
rations at all seasons of the year, particularly during the 
summer, for outdoor festivities. Festoons of electri- 
cally-lighted toy balloons——balloons into which a small 
lamp has been inserted, flowers with petals shading the 
lamp and countless other adaptations of the famous 
novelties offered by the Dennison company can be easily 
made. 

Among the companies offering courses in party service 
is the Commonwealth Edison Company of Chicago. 
These are conducted by the company’s lighting bureau 
under the direction of Mrs. Frances Rosenberg. Such 
courses are also in active operation under the direction 
of Jessie Gaul, lighting specialist with the New York 
Power and Light Company, Albany, N. Y. Customers 
are advised of this service by an announcement accom- 
panying the monthly bill, and folders are distributed to 
women attending other classes. Sources of information 
for departments wishing to provide this “party” service 
are Lillian Eddy of the Edison Lamp Works, Harri- 
son, N. J., and Mary Webber of the National Lamp 
Works, Cleveland, who have made a special study of the 
subject; also the Dennison Manufacturing Company. 

One of the most constructive programs put on by 
home service departments in the country is the course 
given by the Milwaukee Electric Railway and Light 
Company, under the direction of Mrs. Vera B. Elwood, 
Director of Home Service, on the care and use of home 
equipment. This course has been repeated with great 
success. Instruction is given not only in the superficial 
care of the appliances, such as cleaning, oiling, care of 
cords, etc., but in the construction of the appliances, the 
functions of the various features and even includes 
minor repairs. 

“TI try to have the women think of electricity con- 
cretely,” said Mrs. Elwood, in explaining this course, 
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Making Friends (Continued from page 77) 


“and to remove some of the mystery from it.” 

About sixty women were enrolled at the first course. 
They work at long tables arranged before the platform 
in “laboratory” way so that they can examine or work 
on any appliance or part under discussion. Written 
work, covering the points discussed, is required. To 
give an idea of the subjects included in the course, here 
is briefly summarized the outline of the course given by 
Mrs. Elwood. Class work consists of such topics as the 
use and cleaning of an electric percolator, what to do 
when the percolator does not operate correctly, use and 
care of the cleaner and its attachments; demonstration 
talk on the construction of an iron, how to make minor 
repairs on an iron; laboratory exercise on putting plug 
on cord, lecture on house wiring circuits and fuses; 
meter reading; refrigeration; and demonstration on 
small cooking appliances, including toasters and table 
stoves. 


SSIGNMENTS for “kome” work required the stu- 

dents to put on paper the numbers following the 
words “amperes,” “volts,” “watts” on all of the electric 
equipment owned, to look up the type of percolator 
owned and locate fuse; to locate oiling places on home 
vacuum cleaner, putting electric irons into good condition 
and reporting, counting fuses in boxes at home; reading 
meter at home and again a week later, making computa- 
tion of K.W.H. used, also drawing diagram of wiring 
circuits of the home with the fuses. As an attendance 
reward a certificate of achievement is issued. 

The text book used in the course is the 94-page Elec- 
trical Homemaking booklet, supplemented by Home 
Service Bulletins, Good Housekeeping Bulletins, Mod- 
ern Priscilla Bulletins, manufacturers’ literature, clip- 
pings from women’s magazines, trade journals and “The 
New Servant,” by Mary O. Whitton. 

“One of the results of the lesson on the electric iron,” 
reports Mrs. Elwood, ‘‘was to have one of the women 
go home and take apart three discarded electric irons 
which she had put into the attic, put them together 
again and find that all three were perfectly good irons 
with only minor adjustments necessary.’ 

An experimental kitchen is conducted by the home 
service department, in which recipes are constantly being 
tested and developed. Home appliances brought to the 
company for repair are tested by home service women 
before being delivered to the owner and, if instruction 
in the use of the appliance is required, such instruction 
is offered to the customer. All new appliances presented 
by manufacturers are likewise tested in the experimental 
kitchen, to determine whether or not they are practical 
and suited to the company’s merchandising methods. 

All new major appliances sold by the company are 
automatically followed by a home service instructor, 
the call being repeated a short period later to make sure 
the owner is using the equipment successfully. Sales- 
men and saleswomen, also service men, are given instruc- 
tion in the use of the appliances they are selling and 
servicing. In view of this program, there is no excuse 
for an unsuccessful installation of an appliance. 

A complete model electrical home is maintained so 
that customers may see the best methods of using elec- 
tricity for lighting and for equipment. This home is 
furnished in the best of taste and customers are given, 
by example, ideas for the planning, building, furnishing 
and equipping of their own homes. 
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| Trade Progress 


Spotlight the outlet. 

. Light up the half-dark homes. 

3. Eliminate the menace of sub-standard 
devices. 

4. A centrai-station commercial policy 
which promotes dealer prosperity. 

5. Dealer policy that promotes the broad 
interests of the industry. And this 
applies to non-electrical as well as to 
electrical dealers. 

6. Greater advertising support toward 

winning the public to electrical appli- 


ances by central stations, manufac- 
turers and dealers. 


NO = 




















W atch the Margin! 


5 ewes men stop thinking when they arrive at a point 
which pleases them. For example, we find mer- 
chants who have doped it out that a lower price will 
result in more sales. Right there they stop thinking. 
“Lower price—more sales,” they say. “Why think fur- 
ther when we’ve already arrived at such a pleasant vista ?” 

This logic would be excellent if we did not have to 
eat and pay rent and buy shoes for the baby. But under 
the present capitalistic system, food, shelter and clothing 
must be paid for out of margin. In selling the cheaper 
article one must make more sales, handle more transac- 
tions, keep more accounts, pay more salespeople, make 
more deliveries, do more servicing and endure more grief. 
Is the margin there—on the cheap stuff—to take care of 
all this increased overhead ? 

We venture to say that it very often isn’t. 





“Profitless Selling Is Contemptible’— 
W.T. Grant 


CATHING denunciation of those retailers who, 

through ignorance, carelessness or willfulness, operate 
without insuring a profit for themselves, was made by 
W. T. Grant, the chain store man, at the recent Washing- 
ton conference of the United States Chamber of Com- 
merce. 


“Selling goods without a profit is contemptible,” said 
Mr. Grant. 


The dealer who foregoes his own profit, deprives him- 
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As the 


self, his family and his associates of their share of com- 
pensation for being in business. But worse yet, the price- 
cutter demoralizes the whole local market so that nobody 
else can collect a fair return. And so eventually the pub- 
lic loses a useful service, because that service has failed 
to pay its own way. 

There are still interests in the electrical business who— 
because they do not have to make merchandising ends 
meet,—do not see the basic necessity of earning a profit 
on the goods they sell. To them we commend Mr. 
Grant’s admirable dictum, which is worth repeating in 
any merchandising chat. 

“Selling goods without a profit is contemptible!” 





Production Vs. Distribution Dollars 


HROUGH the magic of mass production, the cost of 

manufacturing many articles in general use has fallen 
to undreamed-of low figures. Production costs have been 
whittled down and down, until the dollar never bought as 
much as now in 1929,—if measured f.o.b. the factory 
shipping platform. But the cost of moving those same 
articles from factory platform to customer’s house has, 
during the same period, been little reduced. Selling ex- 
penses are still as high as ever, so that most of the price 
the customer pays at retail is now chargeable to the dis- 
tribution function. 

Thus the public has been saved production dollars. 
But its distribution dollars are still being profligately con- 
sumed. Each of these distribution dollars ts as hard 
earned as the dollar spent for the actual making of the 
article. Let us not lose sight of this. 

The public doesn’t care on which end of the process 
economy is practiced. It demands only the lowest- 
possible, sum-total price of production plus distribution. 
And each time any one can show a shorter, simpler, less- 
expensive way, the popular verdict is handed down un- 
mistakably in public favor. From now on, competition 
will be on efficiency and economy in distribution methods. 





The Illumination of Cherry Pie 


RESGE, of the popular-priced chain stores, is throw- 

ing out many thousands of dollars’ worth of seem- 
ingly good lighting equipment, and is paying our industry 
many thousands additional for new, for the specific rea- 
son that the new lights sell more cherry pie at his base- 
ment lunch counters. 

The electrical man who sold him these cherry-pie-sell- 
ing lights knew his pastries. He knew that Kresge was 
not interested in lumens, nor foot-candles, nor in what an 
illuminating engineer would refer to as efficiency. He 
knew that Kresge’s interest lay in the direction of cherry 
pies. So this lighting man cut out the engineering techni- 
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calities, he even made no reference to the price of his 
equipment, he simply tackled the problem from Kresge’s 
standpoint and sold him what amounted to an illuminated 
cherry pie vending-robot. With the result, as afore- 
mentioned, that Kresge is tossing out his old equipment 
and is buying new. 

The incident is one to remember when you are tempted 
to sell inches of vacuum, revolutions per minute, oilless 
bearings and air velocity to a woman who wants to get 
through with her housework more quickly and easily. 
Persuade her you’ve got what she wants; don’t try to 
make her want what you’ve got. 





W hy Some Departments Go Wrong 


AYS Selfridge, the great American department store 
man of London, England, “Intelligent management is 
the secret of success.” 

This is only partly true. For it is our observation 
that nothing is more mismanaged than intelligent manage- 
ment. An employer hires a competent and experienced 
specialist to manage a department, and then thinks he 
must manage this manager. 

The result is that the mismanaged manager misman- 
ages his mismanager into red ink, and when the blow-off 
occurs it is the mismanaged and not the mismanager who 
gets the blame for it. 





As Fly-Time Approaches 


HE display window represents at least one-half of 
the total store rental,” declares William Nelson 
Taft, who is among the keenest and knowingest mercan- 
tile men in the whole United States. 

Restricting our remarks to the “regular” electrical 
dealers and contractor-dealers, we suggest that this truth 
be given some heavy thought. 

Of course the department stores, drug stores and most 
hardware stores display their electrical goods with a cer- 
tain amount of merchandising acumen. The merchants 
who run these non-electrical stores have an appreciation 
of the sales value of their windows and try to cash in on 
them. 

Not so the old line electrical dealer. He, being funda- 
mentally of a mechanical and literal turn of mind, looks 
upon his display window as something which will sooner 
or later need washing. As a matter of fact, it probably 
needs washing right now. But let us forget that. 

Fly-time approaches, and various species of house- and 
horse-flies will begin to buzz, starve and die in the elec- 
trical dealer’s window. As he gazes upon these defunct 
insects lying in lifeless state in space which “represents 
at least one-half the total store rental,” we suggest that 
he ask himself most solemnly, “Am I selling dead flies ?” 
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W hat the Chain Store Can Teach 
the Independent 


|e TOWNS and cities all over the country, the effect 
of competition from chain-store and catalog houses is 
beginning to be felt by independent electrical dealers. 

The chains are picking out the most popular and fast- 
moving of our staples, and are stocking these in volume 
at prices which the individual merchant finds it hard to 
meet. 

The chain stores themselves are attractively arranged 
and interestingly merchandised. They are clean, well 
lighted and freshly painted. But above all, care is ex- 
erted to instill confidence in the buyer that he is getting 
his money's worth. 

Some one has said that the chain-store system repre- 
sents “scientific merchandising at its best.” If that be so, 
then certainly there is nothing to prevent the electrical 
merchant from lifting some of the best ideas from the 
chain-store manager’s own book. They are not patented. 
They may be used for the mere trouble of copying them. 

Physical store details, of course, the merchant can see 
and adapt for himself. And in this issue S. J. Ryan,— 
merchandising counselor and guide whose seasoned advice 
is valued by so many of our readers,—points the way that 
individual dealers can acquire for their own businesses 
the points of the chains’ strength, while replacing the 
chains’ inherent weaknesses with the business vitality 
that comes from individual initiative and local enterprise. 





“Home Entertainment’ via Electricity 


WHOLE group of merchandise lines is now building 

up around the “home entertainment” idea, and since 

these appliances are all electrically operated, they merit, 

certainly, the careful study of the electrical retailer who 
wants to diversify his activities. 

The radio set of 1929 is, of course, a lamp-socket 
device. A simple change of connections and the addi- 
tion of a small electric motor and pick-up, converts such 
a radio set into an electric phonograph of superior 
quality and tone. 

Home movies have grown in popularity—each pro- 
jector, mark you, being an electricity-consuming appli- 
ance. And now “home talkies” have been added, capable 
of producing at any fireside an animated picture “with 
sound.” 

Electric phonographs using a film instead of a record, 
are next in the commercial development program. And 
who knows how far around the corner lies the home 
television projector,—which when it comes, will also be 
a lamp-socket device. 

This “home entertainment” group of appliances offers 
an interesting merchandising opportunity, and one bound 
to expand as present scientific promises are fulfilled, 
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Three instances of dealer co- 
Southwest which have paved 
dealer 








Above: Southern California Edison 

Co. uses business paper space to tell 

their program of co-operation to deal- 

ers. Right: Central Arizona Light 

and Power Co., ties dealers into a 
cooker campaign. 


“ R YOUR DEALER” — 
this phrase was repeated 
: more than one and a half 


million times in 1928 and is sched- 
uled to be run at least 2,500,000 
times in 1929 at the bottom of 
Southern California Edison Com- 
pany advertising. It represents a 
complete policy of dealer co-opera- 
tion which this company has for 
some time been carrying out. 

The Southern California Edison 
Company is actively merchandising, 
with stores in all branch offices, 
salesmen in the field and_ special 
sales campaigns continuously under 
way. Although it believes that 
power company leadership is neces- 
sary to satisfactory merchandising 
results from a load building stand- 
point, the Edison company hopes 
to develop the market for others 
selling electrical merchandise and 
has endeavored to make its competition in all respects 
fair and friendly. 

Much of its advertising is purely educational in nature, 
emphasizing the cheapness or convenience of electrical 
equipment and is intended to stimulate interest in all 
electrical merchandise and to develop the market for all 
selling in this field. Where special merchandising 
features are announced, the phrase “or at your dealers” 
has become a standard part of all advertising, indicating 
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that the customer may obtain the 
same merchandise at the same terms 
at any electrical store. 

In order to make it possible for 
dealers to make good this statement, 
they have been allowed to purchase 
any “specials” from the power com- 
pany at its wholesale rate, plus a 
small carrying charge. They are 
also allowed to join in the offer of 
any announced premiums without 
cost to themselves. In such case 
the power company simply delivers 
the premium free of charge to the 
dealer for delivery to the customer 
upon evidence of the sale having 
been made. 

In one range campaign where old 
ranges were accepted by the power 
company as trade-ins up to 10 per 
cent of the value of the new range, 
dealers also were allowed to take in 
old equipment and were paid cash 
by the power company for the old 
range, so that this feature was of 
considerable assistance to them in 
making sales. In short, the Southern 
California Edison Company has 
made arrangements for any dealer 
so desiring to participate in any spe- 
cial features of any campaign with- 
out additional cost to himself. 


@ ADDITION, the company 
maintains specialists in many 
fields whose services are free to any 
dealer or contractor who would like 
their assistance in planning or clos- 
ing a job. Among those which are of special inter- 
est to the electrical merchant are the lighting special- 
ists, the air heating specialists, agricultural specialists, 
and the apartment house electrification specialists. These 
men are prepared to give expert information to the 
owner or architect or to work with the dealer in planning 
his job at no cost to himself. 

Financing on equal terms with the power company is 
made possible by a finance company sponsored by the 
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Your Wealer 


operation in the Pacific 
the way for increased 
sales 


Grunsky 


power company which handles any paper for 
the dealer on the same basis as for the power 
company itself. A carrying charge is made 
for this which is passed on to the customer, 
but as no more favorable terms are offered 
by the central station merchandising depart- 
ment, this is accepted by the public and 
constitutes no discrimination against the dealer. 
This organization is known as The South- 
western Acceptance Company; the power com- 
pany’s name is not used, but it is sponsored 
by Southern California Edison officials. 

A special effort has been made by the South- 
ern California Edison Company to sell the 
electrical idea to the electrical industry itself. 
Not only does it do everything possible to en- 
courage its own employees to install electrical 
equipment in their homes, but makes the appeal 
to the electrical merchant as well through ad- 
vertising in the trade press. 

As evidence of the success of its co-operative efforts, 
the Southern California Edison Company points to the 
increased amount of merchandising done in its terri- 
tory by electrical dealers. In the case of electric ranges, 
for instance, the sale through dealer channels has in- 
creased within the past two or three years by twenty or 
thirty ranges each week, to record only those reported 
through the power company district offices. Previous 
to the time of the power co-operation in this field, very 
few ranges were sold through dealer channels. In every 
community on the company’s lines there is at least one 
dealer who is taking advantage of the offered co- 
operation to some extent—and some of the dealers are 
tying-in to all activities with great success. 


N PHOENIX, Arizona, the Central Arizona Light and 

Power Company includes local dealers in all special 
campaigns in which they care to participate. They are 
usually invited to the initial sales meeting where plans 
are announced and any expressing their desire to par- 
ticipate are allowed to purchase the featured sales ar- 
ticle at wholesale from the company, participating on 
equal terms with the power company store in the event. 
Their names are run in all advertising of the event. 
They are asked to meet the same terms as to sale price 
and time payments as announced in the power company 
advertisements, but if they do not care to do this, they 
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El Paso, Texas, Electric League signs the publicity for co-opera- 
tive merchandise campaigns. 


are allowed to sell merchandise on a commission basis, 
receiving the same commission as is allowed power com- 
pany salesmen for a sale. This has proved an attractive 
arrangement in some cases where the electragist was not 
otherwise doing much activ: merchandising. There is 
record of one electrical contractor who regularly par- 
ticipates in power company events on this basis, making 
some times as much as $150 a month in commissions. 


HE El Paso Electric Company has been sponsoring 

an Electrical League in El Paso, Texas, made up of 
the electrical merchants in town, with the idea of build- 
ing up a medium of co-operative merchandising effort 
in place of existing competition. On past occasions the 
power company has admitted local merchants to its 
special sales events, furnishing them with the appliances 
at wholesale rates and assisting with advertising, window 
displays and demonstrations. 

The new organization made up of all the electrical 
merchants in town, jobbers, manufacturers and power 
company has already sponsored two co-operative sales 
events with success, one featuring a convenience outlet 
and the other a bell-ringing transformer for the doorbell. 
On these occasions the power company has co-operated 
in advertising and furnished envelope stuffers carrying 
the names of all participating dealers to be mailed out with 
the bills. It has also carried the paper for time payment 
sales, taking over the account and making collections. 
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Recent Developments in the Appliance Market 
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Tri-Beam 
Ultraviolet Lamp 


Illustrated are models 534 and 520 
“Tri-Beam” ultraviolet lamp _ brought 
out by the Western Coil & Electrical 
Company, Racine, Wis. In addition to 
these two models, the company is also 
offering its model 522, also a floor-type 


lamp. 

In 534, the de luxe model of the “Tri- 
Beam” line, are incorporated desirable 
features for a combination generator. 
At the rear of the reflector a_ special 
two-way switch is placed. In first po- 
sition the lamp gives large amounts of 
long-wave or infra-red with the ultra- 
violet rays; second position gives maxi- 
mum ultraviolet with minimum heat. 
The reflector is equipped with a ruby 
pilot light, ventilator, peek hole and 
rear handle for the convenience of the 
operator. This lamp, with two pairs 
of goggles, 4 plug fuses, 6 record cards, 
50 “A” carbons, 25 “B” carbons and 
25 “C” carbons, is $150. 

Model 520 requires no outside rheostat 
or other devices whatever. It is a port- 
able type lamp and like 534, combines 
heat, light and ultraviolet radiation. 
Its intended retail price, with a pair of 
goggles, 4 fuses, 4 record cards and 12 
“A” carbons is $50. 

Model 522 is similar to 520 except that 
the generator reflector head is supported 
on fioor stand instead of portable table 
base. Its intended retail price, with 
two pair of goggles and 24 “A” car- 
bons, is $75.—Electrical Merchandising, 
June, 1929. 

















118 


Two New Easy 
Wringerless Washers 


Two new models of “Easy” wringer- 
less washers—Models “D” and “U”— 
have just been brought out by the 
Syracuse Washing Machine Corporation, 
Syracuse, N. Y. 

With the marketing of these two 
new washers the “Easy” manufacturer 
now offers the public the choice of two 
washing principles—agitator or vacuum 
cup. Particularly interesting is the in- 
troduction of the agitator washing 
principle into the “Easy” line, which 
has previously been devoted exclusively 
to the vacuum cup principle. The agita- 
tor found in Model “D” is of single 
vane type to give fast and thorough 
agitation and to secure an “up” and 
“down” as well as a “back” and “forth” 
motion of the clothes. The vacuum 
principle is retained in Model “U” which 
is identical to the “D” with the excep- 
tion of the washing principle. Retail 
prices, the lowest, the company declares, 
ever offered on an “Easy” wringerless 
washer are the same for both models. 

The new machines are smaller in size 
than previous models and a new attrac- 
tiveness is secured by simplification of 
design and elimination of controls. A 
new “hose and nozzle” water control 
system replaces the former mechanical 
valve control system. The drainboard 
has been combined with the dryer cover 
to shorten the machine and simplify 
the design. Both models are available 
with either gasoline or electric motors. 
—Electrical Merchandising, June, 1929. 




















Burgess Flashlights 
With Colored Cases 


The Burgess Battery Company, Harris 
Trust Building, Chicago, announces that 
its colored flashlight cases are now 
available in three assortments and at 
reduced prices. 

Each assortment consists of six flash- 
light cases—4 different colors and one 
each of black and nickel, no extra charge 
being made for the nickel finish. Each 
assortment is packed in an attractive 
display container. 

The F-12 Baby Tubular Flashlight is 
now available in colors especially ap- 
pealing to the woman buyer—old rose, 
canary, orchid and Nile green. The 
No. 22 Broad Beam flashlight and the 
F-22 Focusing flashlight, capable of 
throwing a spot 500 ft., is in bright red, 
jade green, French blue and Army tan. 
—Hlectrical Merchandising, June, 1929. 

















New Sweeper-Vac 
Cleaners 


A new straight-suction and a motor- 
driven brush type of cleaner are an- 
nounced by the M. S. Wright ae. 
Worcester, Mass. The suction cleaner is 
known as the “Sweeper-Vac Straight 
Suction” cleaner and the motor-driven 
ve model as the “Standard Sweeper- 

ac.” 


The straight-suction model has a de- 
tachable brush that fits into the nozzle. 
The switch is at the finger tip. Toe 
control for handle release. The handle 
locks upright or in a position for stair 
use. It is notched for regular tilting 
to go over threshold and on to rug. 
The machine hds full, 14-in., high ve- 
locity nozzle. The base is aluminum 
with green name plate, with green han- 
dle, highlighted with black top and 
bottom. The bag is black with green 
lettering. The weight of the cleaner is 
10 lb., complete with handle. Set of 
attachments is provided. Its intended 
retail price is’ $29.50. 

he standard, metor-driven brush 
cleaner features a-:ball-bearing motor. 
It has handle switch and toe control for 
handle release. It is finished in alumi- 
num with red name plate, the bag being 
black with red lettering. Set of attach- 
ments is provided Attachments for 


each cleaner, $5 extra. The intended 


retail price is $39.50—Electrical Mer- 
chandising, June, 1929. 

















Electrical Merchandising, June, 1929 








New Electrical Merchandise 








Yanideil Washers 


with Pneumatic Dryer 


Models “A” and “B” of the new 
“Yandell” washer’ brought out by 
Williams, White & Company, Moline, IIl., 
are here illustrated. The washing prin- 
ciple in Model “A” is of the ‘‘compres- 
sion” type, a swinging compressor of 
cast aluminum pressing the clothes 
against the lid and forcing sudsy water 
through the fabric. Through the hun- 
dreds of perforations in the sides of the 
inner tub the water surges back and 
forth, spreading and turning the clothes 
so that they present a different position 
at every stroke of the compressor. The 
outer tub is of nickel-plated copper and 
is self draining. The washer cabinet is 
of welded steel, with smooth rounded 
corners and lacquered finish. 

The Model “B” is of the submerged 
agitator type with round-bottom tub of 
nickel-plated copper. It occupies very 
little floor space—22 in. x 22 in.—but 
is of 6-sheet capacity. 

Both machines are equipped with a 
pneumatic dryer, which has the form of 
a flattened sphere. The lower half is 
a receptacle for the wet clothing while 
the lid constitutes an air-tight chamber 
which is sealed with a flexible dia- 
phragm of rubber. After the lid has 
been closed and locked, air under pres- 
sure is forced into the lid chamber, dis- 
tending the diaphragm downwardly 
against the wet clothing in the basin 
chamber. The air pressure in the lid 
chamber builds up to 35 lb. per sq. in. 
and at that point the pump cuts out 
automatically. The intended _ retail 
price of Model “A” is $165; Model “B,” 
$135, — Electrical Merchandising, June, 


Wakefield Comnneneiid 
Lighting Units 


Six new numbers have been added to 
the Wakefield bronze embossed line of 
commercial lighting fixtures made by 
the F. W. Wakefield Brass Company of 
Vermilion, Ohio. These six new addi- 
tions complete the series in fitters of all 
standard sizes from 2% in. to 8 in. The 
recent abnormal rise in the price of cop- 
per which threatens an upward revision 
of prices of brass lighting fixtures also 
will not affect either list or discounts on 
this bronze line, the Wakefield Company 
announces. — Electrical Merchandising, 
June, 1929. 


Electrical Merchandising, June, 1929 





Universal 
Automatic Toaster 


Among the new products brought out 
by Landers, Frary & Clark, New Britain, 
Conn., is an automatic toaster. This 
new toaster is of oven type, with sliding 
rack, accommodating a slice of bread, 
4% in. x 5% in. A tray in the toaster 
rack catches all stray crumbs. The 
bread is toasted on both sides at once. 
Light, medium or dark brown toast may 
be had as desired by setting the lower 
stop lever in different positions. Finished 
in bright nickel and embossed with the 
beautiful Empire design, the new toaster 
makes an attractive ornament for the 
dining table. The intended retail price 
is $12.50.— Electrical Merchandising, 
June, 1929. 





Crystal Blue Flame 
Oil Burner 


As its name indicates, the outstanding 
feature of the “Crystal Blue Flame” oil 
burner of the Crystal Oil Burner Cor- 
poration, 1440 Broadway, New York 
City, is the blue gas flame—not a mix- 
ture of oil and vapor, vapor and gas, 
nor even all vapor, says the company— 
but 100 per cent gas. It is patterned 
after the operation of the automobile 
engine. 

Because of its complete combustion, 
the manufacturer declares there is no 
carbon deposit and therefore no smoke. 
When the required heat for steam is 
reached, an automatic throttling device 
cuts down the supply of oil and air. 
When the burner is completely throttled, 
the consumption of oil is said to be re- 
duced about 50 per cent. 

The burner is installed above the 
grate, resting on an easily adjusted 
Pedestal on the grate. No rebuilding 
of the interior of the furnace is neces- 
sary. The construction embodies only 
one moving part. It has gas pilot igni- 
tion with an automatic device to shut 
off both oil and motor if ignition fails. 
Four sizes of the burner are available, 
to meet different requirements.—Elec- 
trical Merchandising, June, 1929. 



































Finn Tubular-Type 
Water Heater 


Known in Canada as the “Dominion” 
water heater, and with wide distribu- 
tion in Canadian border cities, an elec- 
tric water heater with tubular-type 
boiler is now being manufactured in the 
United States under the name of “Finn” 
LA =~ Finn Heater Company, Detroit, 

ich. 

In this new heater, the heat reservoir 
is constructed like a tubular boiler and 
is made of heavy copper and brazed. It 
has 377 sq.in. of heating surface and 
with eight heating units extending the 
entire length of the reservoir, the water 
is heated from top to bottom and on all 
sides at once. The even distribution of 
heat the manufacturer explains, pre- 
vents lime formation in the heater. Con- 
densation and precipitation do not affect 
it. The heater is made for operation on 
any voltage. It may be had in capacities 
from 500 to 6000 watts. Thermostat or 
switch-controlled models are included in 
the line. 

The overall dimensions of the heater 
are 7% in. x 17 in. The finish is gray 
and black or any specified color. The 
capacity of the heater may be changed 
after installation by merely opening 
cover and inserting new elements with- 
out even shutting off water. 

The Type “F”’ non-automatic heater is 
$42 up to 3 kw. capacity; over this size, 

. Type “D,” automatic, is $80; 
Type “E,” with booster element, $50; 
and Type “B,” non-automatic, including 
16 or 21 gal. tank, $100, with 30-gal. 
tank, $110; Ty “A,” automatic, with 
16 or 21 gal. tank, $175, 30-gal. tank, 
$200. With the exception of Type “F’ 
these prices apply to heaters of all 
capacities. — Electrical Merchandising, 
June, 1929. 

















Kleen Kwick 
Dishwasher 


The Friedley-Voshardt Company, 733 
South Halsted Street, Chicago, is offer- 
ing a No. 3530 dishwasher for permanent 
sink installation in homes, laboratories, 
hospitals, etc. The illustration shows 
a typical and ideal modern sanitary 
kitchen installation. The machine has 
new revolving flat top, single wall, slid- 
ing roller double doors. It is mounted 
on sink table and a choice of metal 
covering may be had. This is a perma- 
nent installation, directly connected with 
the plumbing. The dishwasher is made 
in two sizes, 17% in. diameter, with 
dish capacity of 23 to 28 pieces per tray 
or 20 in. diameter, with dish capacity of 
35 or 50 pieces per tray.—HElectrical 
Merchanding, June, 1929. 
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Small Universal Range 


No more floor space than that taken 
by a chair is required for the new 
E9210 range announced by Landers, 
Frary & Clark, New Britain, Conn. 
The dimensions of the range are: Floor 
space, 12 in. x 14 in.; cooking top, 13% 
in. x 19 in.; height, 33% in.; inside of 
oven, 12 in. x 12 in. x 11% in. 

The range is wired for 3-wire, 110-220 
volt connection. Its total maximum 
wattage is 4600 watts. It has two hot 
plates, 1200 watts each, an oven baking 
unit, 1200 watts and a broiling unit, 
1000 watts, all controlled by reciprocat- 
ing 3-heat switches. The range has white 
porcelain enamel top, back splasher 
and oven door, with black enamel body 
and legs. Other features are the min- 
eral wood insulated combination oven 
and broiler with rust-resisting steel 
lining, refrigerator- 
type door and oven 
latch, oven heat in- 
dicator, adjustable 
damper and adjust- 
able oven racks and 
waffle plate. The 
overall diameter 0: 
the nickel-trimmed 
hot plates is 8% in., 
with the heat con- 
centrated in unit 
approximately 6 in. 
in diameter. An 
extra-deep combina- 
tion broiling and 
roasting pan _ of 
heavy-gage alumi- 
num is. furnished 
with every range. 
The intended retail 
price is $59.50.— 
Electrical Merchan- 
dising, June, 1929. 





Apollo Twin 
Carbon Sun Lamp 


A new ultraviolet sun lamp is being 
announced by the Apollo Manufacturing 
Company, Cleveland, Ohio. It has a 
hood of polished aluminum and standard 
of nickeled telescopic tubing, on a black 
enamel base. The carbon and reflector 
unit in the rear of the hood is readily 
removed with two thumb screws for 
changing of carbons. The lamp can 
be used on a.c. or dc. circuits. No 
glass or wire screen is employed in its 
use. National C carbons are used, sup- 
plying rays through the spectrum from 
infra-red to ultraviolet at 2,200 au. 
The lamp automatically shuts off in 
from 12 to 15 min. The intended re- 
tail price is $49.50.—Electrical Merchan- 
dising, June, 1929. 
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Two New Philco 
Receivers 


An addition to the ‘“Philco”’ line of 
radio receivers has been announced by 
the Philadelphia Storage Battery Com- 
pany, Philadelphia Pa. The new models 
are 65 and 87 both with balanced units. 

Model 65 is an a.c. 6-tube (includ- 
ing rectifier) screen grid receiver with 
tuned antenna stage, two tuned stages 
of' radio frequency. 

Model 87 is an a.c. 8-tube (including 
rectifier) neutrodyne-plus receiver. A 
built-in aerial is used. Both models are 
completely shielded and have the new 
matched “Philco”’ electro) - dynamic 
speaker. 

A choice of cabinets is offered, in- 
cluding the Lowboy, which, with model 
65, retails for $119.50 and with model 
87 for $129.50; the Highboy, $139.50 and 
$149.50, respectively; the Highboy De 
Luxe, $195 and $205; and the table 
model, with Screen Grid Chassis, $67. 
The electro-dynamic speaker, mantel 
type, finished in walnut with siiver trim, 
$32.50. These prices apply to sets with- 
out tubes. In Rocky Mountain and 
West, also in Canada, prices are slightly 
ee Merchandising, June, 
1929. 





Rekreator Exerciser 


A new popular-priced model of ‘“Rek- 
reator” exerciser has been announced 
by Luther, Inc., Milwaukee, Wis. In 
this new machine two speeds and two 
strokes are provided. It is equipped 
with pedestal and floor platform but 
may be easily converted into a portable 
model, since it is readily demountable. 
It is made to stand without anchoring 
to floor, wall or table. The finish is 
mahoganized maroon enamel. The in- 
tended retail price is $97.50.—Hlectrical 
Merchandising, June, 1929. 


Bosch 
Three New Radio 
Models 


Three new radio models, all employing 
the new screen-grid, four-element tubes, 
are announced by the American Bosch 
Magneto Corporation, Springfield Mass. 

The new line is made up of a table 
model, a combined set and speaker con- 
sole and a De Luxe Highboy model. 

The chassis is completely engineered 
to the new _ screen-grid, four-element 
tubes, of which three are used—three 
224 screen-grid tubes in the radio fre- 
quency circuit, one 227 tube in the 
detector circuit and two 245 tubes ar- 
ranged in push-pull for high quality 
amplification and one 280 tube for power 
rectification. 

The table model is listed at $119.50, 
the combined set and speaker console 
model at $168.50 and the De Luxe 
Highboy, $240, all prices less tubes. 
—Electrical Merchandising, June, 1929. 

















Regina Floor Machine 


One of the outstanding features of the 
new “Regina” floor machine of the Re- 
gina Corporation, Rahway, N. J., is the 
automatic waxing device, which apples 
the wax evenly and at the same time, 
by means of two rapidly revolving 
brushes, rubs the wax into the floor. 

The machine is made for various op- 
erations in the care of floors, for wax- 
ing, polishing, scouring, scrubbing and 
sanding. It is as easy to handle and 
as simple to operate as a vacuum cleaner 
and weighs only 16 1b.—Electrical Mer- 
chandising, June, 1929. 
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Electrovent 
Ventilating Fan 


One of the prominent features of the 
new ‘“Electrovent” ventilating fan of the 
Electrovent Corporation, 1202 Macca- 
bees Building, Detroit, Mich., is the 
brushless type motor. This motor is a 
new development by the company’s en- 
gineers and is a noteworthy achievement 
for the absence of brushes, the company 
points out, means not only freedom 
from service troubles but elimination of 
radio interference. Although of the 
brushless type, the motor is reversible 
and has two speeds forward and two 
speeds in reverse. 

The ventilator is made in window and 
built-in types and a full line of exhaust 
fans and blowers for industrial purposes 
is also offered. The window type venti- 
lator is easily installed and being 
mounted on an adjustable frame, may 
be readily moved from window to win- 
dow, as desired. This fan is capable of 
moving 700 cu.ft. of air a minute.— 
Electrical Merchandising, June, 1929. 


* * * 


Griswold Waffle Iron 


Four star-shaped waffles can be made 
at one time in the new waffle iron 
brought out by the Griswold Manufac- 
turing Company, Erie, Pa. 

The iron is simple in design, and 
without ornament of any kind to com- 
plicate cleaning. A groove takes care 
of the batter overflow. In addition to 
this iron, another model, making the 
standard size round waffle, is offered. 
These irons are listed at $10.50 each. 
—Electrical Merchandising, June, 1929. 


* * * 


Soldering Iron 


An inexpensive soldering iron, made 
for home use, has been brought out by 
the Superior Electric Products Corpora- 
tion, 1300 South Thirteenth Street, 
St. Louis, Mo. This new junior iron is 
made to retail for $1.—EHlectrical Mer- 
chandising, June, 1929. 


* * * 


Universal Cleaner with 
Motor-Driven Brush 


As a means of completing its line of 
electric cleaners and equipping its 
dealers with machines of both straight 
air and revolving brush type, to satisfy 
consumer demands, Landers, Frary 
Clark, New Britain, Conn., has brought 
out its new No. 58, motor-driven brush, 
ball bearing cleaner. 

Features of the new cleaner are the 
three-fold cleaning action,—a _ gentle 
beating, sweeping and powerful air 
flow; oilless bearings; and the simple 
ments $7 extra.—Hlectrical Merchandis- 
ing, June, 1929. 
method of connecting attachments. The 
intended retail price is $39.50; attach- 


Electrical Merchandising, June, 1929 





Improved Hoover 
Dusting Tool 


A new all-purpose brush for dusting 
tools of the ‘‘Hoover” cleaner is an- 
nounced by the Hoover Company, North 
Canton, Ohio. The new brush, which is 
patented, is more than three times as 
efticient as the brush it supercedes, 
the manufacturer points out. The struc- 
tural feature which effects this in- 
creased efficiency is a rubber sleeve ex- 
tending on the inner side of the brush 
bristles to within a short distance of the 
bristle ends, permitting the utilization 
at the point of contact of brush with up- 
holstered fabric, etc., of the entire vol- 
ume of suction developed by the motor. 
“Hoover” dusting tools now being sold 
are equipped with the new brush. The 
price of the entire set of dusting tools 
remains the same to dealers and the 
public, the retail price being $12.50.— 
Electrical Merchandising, June, 1929. 

















* * 


White Cross 
Wall-Outlet Range 


The new No. 211 broiler range brought 
out by the National Stamping and Elec- 
tric Works, 3212 West Lake Street, Chi- 
cago, has two circuits of 1100 watts 
each, operated with two 4-station re- 
ciprocating switches. 

Separate outlets for each circuit are 
located on the back of the range, only 
one of which can be used at one time 
on a convenience outlet. The two top 
elements are controlled with the switch 
at the left. The first station operates 
the 8-in. element 1100 watts, second sta- 
tion both left and 6-in. right element at 
550 watts each, third station right hand 
element only at 550 watts and fourth 
station off. 

The oven has two elements of two- 
heat type, 1100 and 550 watts. The 
height of the range overall is 33 in., 
with top 14 in. x 22 in. The oven’s in- 
side measurements are 13 in. x 11% in. 
x 12 in. It has two shelves and an oven 
heat indicator mounted in panel of the 
door. The range is constructed of sheet 
steel throughout, finished in triple baked 
black enamel with white vitreous porce- 
lain enameled top and oven panel and 
white enameled front legs. The intended 
list price is $44.—Electrical Merchandis- 
ing, June, 1929. 














Heater and \roner 
Attachments for 
Automatic Washer 


Two announcements of special interest 
to the trade have been made by the 
Automatic Washer Company, Newton, 
Iowa. This company is offering for use 
with its washer a gas water heater and 
electric ironer attachments. 

y means of this new water heater 
attachment, the wash water can be 
heated during breakfast or while other 
household tasks are being performed. 
Also, the water can be kept hot while 
the washing is being done. The heater 
has a copper heating coil with an inner 
iron jacket and outer steel guard, as- 
bestos lined. 

A Rotary Ironer attachment is also 
available for use with the “Automatic 
Duo-Disc” washer. The ironer is light 
in weight and can be easily lifted. It is 
made for attachment to the wringer 
shaft of the washer. The ironer is all- 
electric in operation.—Electrical Mer- 
chandising, June, 1929. 





“Quartap” Four-Way 
Table Tap 


The “Quartap,” as its name implies, 
provides four outlets in one plug or tap. 
Unlike the conventional multiple tap, 
which plugs directly into the receptacle, 
the “Quartap” is provided with a silk 
extension cord to which is attached an 
attachment plug cap. Because of this 
construction the body of the device may 
be conveniently placed on a table or 
other piece of furniture where it is 
handy for use without reaching or 
stooping. 

The upper face of the tap carries a 
four-leaf clover in relief against a fin- 
ished background. Each leaf of the 
clover forms an outlet. Both the body 
of the tap and the attachment plug 
cap are molded of Bakelite, highly 
polished and attractively finished in 
mottled red and black.—Electrical Mer- 
chandising, June, 1929. 


121 








New Electrical Merchandise 








Manning Bowman 


Table Cooker 


In addition to its No. 510 table cooker, 
announced in this section of the Febru- 
ary issue, Manning, Bowman & Com- 
pany, Meriden, Conn., is bringing out a 
No. 505 cooker, of similar quality and 
construction except that the new model 
is round in design and somewhat smaller 
in size. The No. 510 cooker is rectangu- 
lar in design and is listed at $18. 

The No. 505 is finished in polished 
nickel and is equipped with cord and 
shut-off switch. Like the previous 
model, this cooker was designed to fill 
a need for a device that will do many 
major cooking and grilling operations 
quickly, right at the table. It can be 
used, the manufacturer points out, from 
breakfast to midnight, from bacon for 
breakfast to toasted sandwiches after 
the bridge game. The intended retail 
price of the No. 505 cooker is $12.— 
Electrical Merchandising, June, 1929. 





Luminator 
Lighting Unit 


Not merely a decorative lighting unit 
but a scientifically designed one as well 
is the new “Luminator”’ of Luminator, 
Inc., 1730 South Michigan Boulevard, 

hicago. Rate 

In this unit indirect lighting is em- 
ployed. The incandescent lamp is con- 
cealed in a reflector which directs all its 
rays to the light-colored ceiling of the 
room. The light rays, upon striking the 
ceiling, are broken up or diffused and 
reflected in every possible direction 
throughout the room. 

If the ‘“‘Luminator’” is used in a room 
with white or light cream ceiling not 
over 15 ft. high and no other lights are 
turned on in the same room, the manu- 
facturer guarantees that any number of 
people may read comfortably and with- 
out fatigue providing they sit not more 
than 10 ft. from the “Luminator.” 

Four styles of the “Luminator’” are 
shown in the catalog recently issued by 
the company. The “Utility’’ and “Orna- 
mental Utility’ models are finished in 
English brass and retail for $28.50 and 
$33.50, respectively, in the East. An 
Early American Colonial and an English 
Colonial model are also offered, retail- 
ing at $39.50 and $65. Western prices 
are slightly higher. The Ornamental 
Utility and the English Colonial models 
are illustrated.—Electrical Merchandis- 
ing, June, 1929. 
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Lo-Lite Lamp and 
Dimming Bracket 


Two new “Lo-Lite”’ products are an- 
nounced by the Kew Manufacturing 
Company, 589 Hudson Street, New York 
City. One of these new devices is the 
“Lo-Lite Oilectric’’ lamp which operates 
similar to the old oil lamp in that any 
degree of light may be obtained by 
simply turning a knob. Because of its 
flexibility in providing the degree of 
light desired the new lamp is ideal for 
use in nursery, sickroom, bedroom, hall 
and summer porch. It is supplied in six 
different finishes — pewter, polished 
brass, green, rose, blue and ivory, and 
is fitted with harmonizing parchment- 
paper shade. The height of the lamp is 
12 in. and the diameter of the shade 
8 in. The intended retail price is $3.95. 

“The Lo-Lite Durock’”’ dimming bracket 
for bathrooms furnishes three degrees 
of light—full, half, low and out, by a 
turn of the knob. It is made of “Durock” 
vitreous china and is supplied with or 
without convenience outlet. It may be 
had in pastel colors of green, lavender, 
blue, rose-brown, ivory and also in black 
and white. ‘Its height is 7% in. and its 
width 4 in.—Electrical Merchandising, 
June, 1929. 
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O.K. Electric Sprayer 


For painting, spraying, dusting or 
blowing, the O. K. Machine Company, 
Fort Wayne, Ind., is marketing its 
“O.K. Spra,” a motor-driven air gun 
with positive control of air. It is de- 
signed to stop and start flow under full 
pressure the same as a compressed air 
unit. The device is intended for use on 
110-volt circuits. It has universal motor. 
It is furnished complete with 15 ft. of 
heavy rubber insulated extension cord, 
protected at entrance to motor by heavy- 
duty coil spring protector and fitted with 
“Belden” non-breakable attachment 
plug. The intended retail price (110- 
volt), $35. Special’ voltages extra.— 
Electrical Merchandising, June, 1929. 


Small Justrite Washer 


Two sheets and pillow cases or eight 
shirts can be washed at one time in the 
new “Justrite Electric Maid” washer of 
Justrite Products, 148 Humboldt Park- 
way, Buffalo, N. Y. This washer is of 
the rotating cylinder type. Among the 
features of the machine is the flat- 
bottom tub with rounded corners, de- 
signed to give greater water capacity 
for more thorough washing. The 
machine is equipped with an inclosed 
frame, adjustable Lovell wringer, the 
handle of which may be used on either 
side of the wringer. 

The drain is particularly unique for 
this type of machine, the manufacturer 
points out, for it has a shutoff device 
and may therefore be used with or with- 
out a hose, being filled through the 
drain. A drop handle is embedded in 
the cover so that the cover may be used 
as a tray. The machine is 20 in. long, 
13 in. wide and 14 in. high. Without 
wringer, it weighs approximately 22 lb. 
It is operated by a 1/30 hp. universal 
motor. The cord is detachable and plugs 
in like an electric iron. No grease or 
oil, it is explained, can possibly get into 
the tub from the driving unit. The in- 
tended retail price is $59.50 complete; 
without wringer, $49.50, prices f.o.b. 
on Merchandising, June, 

















Elmco Exercisers 


Four models of “Elmco” exerciser are 
offered by the Electric Machine Corpora- 
tion, Indianapolis, Ind.—a Family 
model, a Junior model with or without 
pedestal base and a Portable model. The 
Family and Junior models have no set 
speed, variations of speed being pro- 
vided by simply turning the regulator 
wheels of the “Elmco”’ patented variable 
speed drive. An infinite variation of 
speed to the minutest degree, the com- 
pany explains, may be had. A feature of 
the Family model is the “Elmco” stir- 
rups. The Junior model may be used 
with or without pedestal. 

The Portable model may likewise be 
used on table or stand. This machine is 
not equipped with variable speed con- 
trol. The intended retail price of the 
Family model is $255; the Junior model, 
$155, pedestal for Junior model, $30; 
and Portable model, $125.— Electrical 
Merchandising, June, 1929. 
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Edison Radio Sets 


_ “Light-o-matic” tuning is an exclu- 
sive feature of the three new radio 
receivers announced by Thomas A. 
Edison, Inc., Orange, N. J. This feature 
is described as perfect and visible lo- 
cating of all important stations. <A 
touch of the knob, it is explained—a 
click, a flash of light in the desired 
station is brought in! 

Of these three new models, R-4 and 
R-5 are straight radios while C-4 is 
a radio-phonograph combination. These 
models contain the new Edison stan- 
dardized chassis, embodying a specially- 
designed circuit, based on neutrodyne 
principles, with additional Edison feat- 
ures to afford uniform gain at all 
frequencies. 

A new, totally-shielded receiver de- 
sign, with all parts readily accessible, 
is used, employing five 227 heater type 
a.c. tubes in three stages of r.f., detector 
and first audio. The power unit, also 
of special Edison design, incorporates 
a push-pull audio amplifier. A new 
balancing feature permits perfect match- 
ing of the two 245 tubes employed. 
All rectified voltages are supplied by 
one 280 tube. Combined with the power 
unit is a newly-perfected reproducer. 

The phonograph is equipped with 
jacks for electric pickup operation. An 
electric motor actuates the turntable, 
which has automatic stop operating 
without setting on all makes of records. 
—Electrical Merchandising, June, 1929. 

















Stromberg-Carlson 
641 and 642 Receivers 


Among the new receivers recently 
appearing on the market are two new 
models brought out by the Stromberg- 
Carlson Telephone Manufacturing Com- 
pany, Rochester, N. Y. : 

New a.c. screen grid tubes, linear 
power detection and the use of the new 
245 output tube in the audio output 
stage, a 245 power tube fed directly from 
new receivers. Three 224’s are employed 
in the radio amplifier stage, a 227 as a 
linear power detector with automatic 
bias and for the single audio output 
stage, a 245 power tube fed directly from 
the detector. Provision is made fcr 
using the audio system for the :epro- 
duction of phonograph records in con- 
junction with a pick-up outfit. 

The table model, No. 641, housed in an 
American walnut cabinet, is listed at 
$155, while the 642 console model is 
listed at $247.50. The cabinet of 642 
has sliding doors and is large in size to 
afford an adequate baffle for the built-in 
dynamic speaker.—Electrical Merchan- 
dising, June, 1929. 


Electrical Merchandising, June, 1929 


New Kennedy Radio 


Receivers 


In the new “Royalty of Radio” line 
just presented by the Colin H. Kennedy 
Company, South Bend, Ind., three re- 
ceivers are offered—a table model, an 
open console and a De Luxe console. 
The chassis in all models is identical. 
It is a 7-tube a.c. neutrodyne set and 
employs five 227 tubes, two of the new 
245 tubes in push-pull, with a 280 recti- 
fier. An illuminated station dial is 
a feature. An “off” and “on” toggle 
switch extends through the escutcheon. 
Another important feature of the Royal 
Line is that all models are equipped 
with a jack for phonograph pickup. 
The jack is so arranged that once it is 
plugged in, it may be left permanently 
in position without disturbing the ar- 
rangement of the tubes. 

Model 110 is the table receiver; No. 
210 is the open console of walnut con- 
struction; and No. 310 is the De Luxe 
console of hand-finished walnut, with 
maple trim. All models are equipped 
with a 10-in. dynamic cone speaker.— 
Electrical Merchandising, June, 1929. 

















Trupar Refrigerator 


One of the most popular models of 
electric refrigerator offered by the 
Trupar Manufacturing Company, 140 
Davis Avenue, Dayton, Ohio, is the one 
pictured, Model No. 1-A-71. This re- 
frigerator has_ frost-white porcelain 
cabinet with net capacity of 7 cu. ft. 
Its outside dimensions are 355% in. wide, 
63% in. high and 22% in. deep. The 
cabinet has rounded corners throughout, 
also a one-piece drawn top with rounded 
edges. Another feature of the cabinet 
is the porcelain swing door to cover 
cooling unit compartment. No. 1-A-70 
is a cabinet of similar size with exterior 
finished in white lacquer instead of 
porcelain. Colored finishes may be had 
in both these cabinets. Three trays 
are provided, furnishing 84 ice cubes. 

No. 100 “Trupar”’ compressor is 
employed. This compressor has a ca- 
pacity of 10 cu. ft. and is equipped with 
4-hp. motor, single-cylinder, which is 
rated at 400 r.p.m.—Electrical Merchan- 
dising, June, 1929. 















































Victor Radio and 
Radio-Phonograph 


In the new radio set announced by 
the Victor Talking Machine Company, 
Camden, N micro-synchronism is 
featured. Micro-synchronism, as ex- 
plained by the manufacturer, means that 
by constant micro-scale balance in the 
condensers, all elements of the set are 
in resonance at all times and at all 
points of the scale. , 

The ‘Victor’ is a power-operated, 
completely shielded, improved t.r.f. set 
of the antenna type. It has four stages 
of tuned and neutralized radio frequency 
amplification and a fifth or coupling 
stage ; two stages of audio frequency and 
detector. Ten Radiotrons are required. 
Tuning is accomplished with a new 
single lever control, the tuning lever 
operating over a full-vision illuminated 
scale. A ‘Harmonic Modulator” enables 
the dealer to regulate emphasis on the 
bass when the customer’s preferences or 
the accoustic qualities of a room seem 
to demand the alteration. 

The radio-phonograph instrument is 
equipped with the ‘“‘Electrola” 91 induc- 
tion disc motor and 12-in. turntable 
covered with green fabrikoid. A new 
electric pickup is mounted on the end 
of a straight pick-up arm which replaces 
the tone arm. 

Serviceability is one of the foremost 
features of the new set. An arrange- 
ment of individual units with parts 
easily accessible and a new and simpli- 
fied color code system of internal wiring 
are provided. The intended retail price 
of the R-32 console is $155, the RE-45 
radio-Electrola is $275 both prices less 
oe Merchandising, June, 

















Atwater Kent 55 
Screen Grid Set 


The Atwater Kent Manufacturing 
Company, Philadelphia, Pa., announces 
its new screen grid receivers. The il- 
lustrated table model, with the A-K 
electro-dynamic reproducer, contains 
two 224 tubes, two 227 tubes, two 245 
tubes and a 280 full wave rectifier. The 
usual metal cabinet encloses the set but 
with an improved control panel. A con- 
cealed illuminated dial with a control 
on each side enhances the appearance 
of the set. 

Various style consoles are being pro- 
duced by leading furniture manufactur- 
ers for use with this new set. The in- 
tended retail price is $88, less tubes; 
speaker, $34.—Electrical Merchandising, 
June, 1929. 
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AnovE: Nine cylinders, 9 in. in diameter, make up 
the display illustrated. The cylinders which can be 
arranged in any desired combination, are made of 
fibre board and range in height from 6 to 28 in. 
Three different finishes are offered. The set ts sold 
by the Display Center, New York, for $16. 


Lert: For small space display of appliances and’ 
electrical accessories several stands similar in design 
to those illustrated at the left are offered by Her- 
man Tauts Company, Milwaukee, Wis. The stands 
consist of a sturdy wire framework with glass 
shelves. 


EVER before in the history of mer- 

chandising have display methods played 
such an important part. Great attention is 
now being focused on display furniture for 
the modern showroom and a wide choice of 
such equipment is now available to the 
merchant seeking to dress up windows and 
store. 
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Lert: Goods displayed where 
customers can readily and leis- 
urely examine them, invite more 
sales than similar merchandise 
housed behind counter or case. 
Here is a metal display stand 
that will accommodate dozens of 
small appliances. It is sold by 
the Umiversal Fixture Corpora- 
tion, New York City. 


Asove: Glowing cubes of color, 
in delicate shades lend charm to 
this window display. The cubes 
are of translucent glass and, 
with its own lamp, is a self- 
contained unit. Color 1s pro- 
vided by a color screen placed 
inside the cube. Cubelite Divi- 
sion, General Appliance Corpo- 
ration, San Francisco. 
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J. S. Tritle Heads 
Manufacturing at 
Westinghouse 





H. P. Davis to Supervise Radio 
rations 





East PirrspurcH, Pa.—J. S. 
Tritle, formerly general manager 
of the Merchandising Department 
of the Westinghouse Electric & 
Mfg. Co., with headquarters in 
Mansfield, Ohio, today assumes 
responsibility and authority for 
manufacturing operations of the 
company, according to announce- 
ment by F. A. Merrick, vice-presi- 
dent and general manager. 

















J. S. Tritle at the production line 
at the Westinghouse factory. 


A native of Nevada and a Yale 
graduate, Mr. Tritle has been an 
active member of the electrical in- 
dustry since 1893. He became asso- 
ciated with the Westinghouse Com- 
pany in 1905, and for a number of 
years occupied important positions 
in the management of district office 
sales work. In 1922, he was made 
manager of the merchandising de- 
partment in which post he directed 
the sales ‘activities of this work. 
In 1925, when a separate division 
was made of this activity, he was 
made general manager of the mer- 
chandising department, overseeing 
engineering and manufacturing as 
well as sales work. 

Vice-president H. P. Davis, for- 
merly in charge of Westinghouse 
manufacturing operations, will de- 
vote his entire attention to the 
radio operations of the company, 
according to an announcement by 
A. W. Robertson, chairman of the 
board of directors. 








G. E. Holds First 
Utility Refrigeration 
Conference 


CLEVELAND, O.—A group of forty 
merchandising managers from as 
many leading utilities throughout 
the country, met recently in the 
General Electric refrigeration de- 
partment at Cleveland, for the first 
time, to discuss ways and means 
of better capitalizing public inter- 
est in electric refrigeration, to the 
advantage of all concerned. 

At the sessions, discussions were 
held pertaining to utility selling 
campaigns versus year-round sell- 
ing, methods of handling cam- 
paigns, their value, quotas, systems 
of compensating salesmen, value of 
educational exhibits and the value 
of concentrating on only one appli- 
ance during a campaign. 





Samson Cutlery Company Buys 
Russell Electric Company 


The purchase of the domestic elec- 
tric appliance business of the Rus- 
sell Electric Company, Chicago, by 
the Samson Cutlery Company, 
Rochester, N. Y., has been an- 
nounced by A. O. Samuels, president 
of the latter company. The Russell 
company plant will be removed to a 
new factory in Rochester. 





N.E.L.A. Outlines Food 


Preservation Program 


Refrigeration Committee Embarks on Nation-Wide 
Educational Activity 





Conover to Direct Phila- 


delphia Electric Club 


Eleven Years with New Jersey 
Utility 

PHILADELPHIA, Pa.—Announce- 
ment has just been made by Mr. 
E. E. Hedler, president of the 
Electric Club of Philadelphia, that 
George R. Conover has been ap- 
pointed Managing Director of that 
organization. 

Mr. Conover has, for the past 
eleven years, been connected with 
the Public Service Electric & Gas 
Company of New Jersey and up to 
recently was Power Representative 
for the Southern Division of that 
company. He is a graduate Elec- 
trical Engineer and is a licensed 
Professional Engineer in the State 
of New Jersey. During 1928, he 
was President of the Electrical 
League of South Jersey where he 
made his debut in league work. 








Orders Never Wait 

















When Bill Sickinger, district manager of the Rutenber Electric Com- 
pany, wanted to make time from Chicago to Lansing, Mich., he went 
the fastest way he knew. When an order is in sight there is nothing 
to be done but go after it the fastest way. From Jackson, Mich., to 
Chicago, the trip was made in just two hours while the record for 


train is five hours and forty minutes. 


Left to right: J. Nussdorfer 


and C. L. Smith of the Michigan Brass and Electric Company, W. H 
Sickinger, and Pilot George Austgen. 
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Teaching the millions that 50 
degrees is the danger line on the 
thermometer for the proper preser- 
vation of perishable food is the 
object of a nationwide program 
now being rapidly organized by the 
National Electric Light Associa- 
tion, in co-operation with a score 
or more of other national trade 
associations and the public utility 
companies of the country. 

At the suggestion of the Refrig- 
eration Committee, the Commercial 
Section of the N.E.L.A. has taken 
this as its principal promotional 
activity next fall. The movement 
will be known as the National 
Food Preservation Program. It 
will be centered, so far as public 
attention is concerned, in the month 
of September, although preliminary 
work will be going on actively 
throughout the summer. 

The fundamental purpose of the 
whole program will be to impress 
on the American public, in a cam- 
paign so dominating and so wide- 
spread that it will cover every part 
of the nation, these four major 
ideas : 

1. The relationship between food 
spoilage and health. 

2. To establish in the public 
mind a perishable food temperature 
of 50 degrees or less. 

3. The causes of food decay and 
bacteria growth. 

4. The vital need for proper all- 
year refrigeration. 

Every avenue of advertising and 
promotion, national and local, will 
be employed to focus public atten- 
tion on the benefits to health and 
the economy of proper refrigera- 
tion all the year round. Dominant 
advertising in national magazines 
will be the primary instrument. 
Newspaper advertising and radio 
broadcasting will add to the effect 
of the magazines. Magazine and 
newspaper articles by recognized 
authorities on the necessity for 
proper care of food to preserve 
health have been arranged. Ad- 
dresses before community gather- 
ings and complete local tie-up with 
the program by all the factors in- 
terested in public health and in the 
merchandising of refrigeration and 
of perishable foods have been 


| planned. The month of September 
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was selected for the program for 
two principal reasons: 

First, because it offers an oppor- 
tunity to emphasize to the Ameri- 
can public the need for proper 
refrigeration all the year. 

Second, because it will stimulate 
sales at a time when there has 
been a tendencyto relax selling 
effort. 

It has been accepted by many 
merchandisers of automatic refrig- 
eration in northern states that con- 
centrated selling effort has been 
worth while only in the summer 
months. The program will point 
out that Weather Bureau records 
show that 50 degrees, the danger 
line in food preservation, is main- 
tained in outdoor temperature only 
nineteen days a year, as a national 
average. 

The governing body of the pro- 
gram will be the National Food 
Preservation Council. Matthew S. 
Sloan, president of the New York 
Edison Company and _president- 
elect of the N.E.L.A., is president 
of the council. J. E. Davidson, 
president of the Nebraska Power 
Company and former president of 
the N.E.L.A., is vice-president of 
the Council, P. S. Young, of the 
Public Service Electric & Gas Co., 
and treasurer of the N.E.L.A., is 
treasurer, and P. B. Zimmerman, 
sales manager, electric refrigera- 
tion department, General Electric 
Company, is secretary. The mem- 
bers of the Council are representa- 
tives of the interests and associa- 
tions participating. 

The program will be carried out 
by both national and local adver- 
tising and promotion—the national 
activity directly by the Council and 
its committees, the local activity by 
Local Councils which are being set 
up through a regional organization 
that will extend down into every 
community. For this purpose the 
entire country has been divided 
into thirteen districts, with a prob- 
ability that the number may be in- 
creased. A _ regional director is 
being selected by the Council for 
each district, who will be respon- 
sible for the organization of Local 
Councils throughout his district. 

The Council has engaged six 
traveling field specialists as or- 
ganization experts. They will 
spend their entire time for the next 
three months assisting the regional 
directors in working out the or- 
ganization and helping the local 
councils to prepare for full co- 
operation in the program. 

The national trade and public 
health associations which have been 
invited to participate in the pro- 
gram and to appoint representa- 
tives to be members of the Coun- 
cil are the American Medical As- 
sociation, the General Federation 
of Women’s Clubs, the Society for 
Electrical Development, the Ameri- 
can Gas Association, the National 
Association of Ice Industries, the 
National Refrigerator Manufactur- 
ers’ Association, the American In- 
stitute of Refrigeration, the Re- 
frigeration Manufacturers Council, 
the Refrigeration Machinery As- 
sociation, the National Dairy Coun- 
cil, the International Association of 
Ice Cream Manufacturers, the 
United States Fisheries Associa- 
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tion, the Institute of American 
Meat Packers, the California Fruit 
Growers Exchange, the Florida 
Citrus Exchange and the Ameri- 
can Bottlers of Carbonated Bev- 
erages. 

The Council is operating through 
two committees, executive and pub- 
licity. The executive committee as 
at present constituted consists of: 

Marshall E. Sampsell, Chicago, 
Chairman of the Commercial Sec- 
tion, N.E.L.A., president, Central 
Illinois Public Service Company, 
Chairman. 

C. E. Greenwood, New York, 
Commercial Director, N.E.L.A., 
Vice-chairman P. S. Young, New- 
ark, N. J., Treasurer of the 
N.E.L.A., treasurer of the Coun- 
cil, Public Service Electric & Gas 
Company. 

J. E. Davidson, Omaha, presi- 
dent, Nebraska Power Company, 
and former president of the 
N.E.L.A. 

E. G. Biechler, Dayton, presi- 
dent, Frigidaire Corporation. 

George Mason, Detroit, 
president, Kelvinator Corporation. 

Paul S. Clapp, New York, man- 
aging director, N.E.L.A. 

C. L. Dunn, Cleveland, chair- 
man, Refrigeration Committee, 
N.E.L.A., Commercial Manager, 
Ohio Public Service Company. 

P. B. Zimmerman, Cleveland, 
general sales manager, electric re- 
frigeration department of the Gen- 
eral Electric Company. 

E. S. Vail, Fond du Lac, Wis., 
President, National Refrigerator 
Manufacturers’ Association. 

The publicity committee con- 
sists of: 

George F. Oxley, New York, 
director, department of public in- 
formation N.E.L.A., chairman. 

Earl L. Doty, Dayton, Adver- 
tising manager, Frigidaire Corpo- 
ration. 

Walter J. Daily, Cleveland, man- 
ager sales promotion division, elec- 
tric refrigeration department, Gen- 
eral Electric Company. 

Earl Lines, Detroit, advertising 
manager, Kelvinator Corporation. 

Fred Millis, Indianapolis, presi- 
dent, Millis Advertising Company. 

The plan for national activity 
includes, first, full color, single and 
double page advertisements in the 
September issues of national mag- 
azines, which in most cases will be 
distributed the last week in August. 
Articles by authorities. 





National Carbon Takes 
Over Raytheon 





To make “Eveready-Raytheon” 
Tube 


New YorkK—Paul P. Huffard, 
vice-president and general manager 
of the National Carbon Company, 
Inc., today announced the consum- 
mation of arrangements between 
his company and the Raytheon 
Manufacturing Company of Cam- 
bridge, Mass., by which the Na- 
tional Carbon Company assumes 
control of the production and dis- 
tribution of the Raytheon Com- 
pany’s entire output of radio tubes. 


That’s a Knockout! 

















Co. of Baltimore. 


more. 


The “flash” shown above was taken at a Boxing Carnival and Smoker 
arranged for members of the Consolidated Gas, Electric Light & Power 
The program included six professional bouts staged 
by Kid Williams, one-time welterweight champion, a resident of Balti- 
The show drew a crowd of some 1,300 fans. c 
distributed to all and through the Chesterfieldian haze a glimpse was 
obtained, now and then, of the fighters! 


Smokes were 





McGraw Electric Drops 
Jobbing 





New Division 





Sioux Cizy, lowa—The electri- 
cal jobbing business of the McGraw 
Electric Company, Omaha, Ne- 
braska, and Sioux City, Iowa, will 
be taken over by the Julius Andrae 
& Sons Co., Milwaukee, Wisconsin, 
a subsidiary of the Westinghouse 
interests, effective April 29, 1929, 
according to a recent announcement 
by A. J. Cole, vice-president of the 
McGraw Company. 

A. C. Ruble, vice-president and 
manager of the Sioux City house, 
will supervise the activities of both 
the Omaha and Sioux City houses, 
it was said. a 


Kehoe Leaves G. E. to Head 
New Company 


CLEVELAND, Ou10—J. J. Kehoe, 
manager of the cabinet division of 
General Electric Company refrig- 
eration department, has left the or- 
ganization to head his own com- 
pany. 

After a month’s vacation in Cali- 
fornia, Mr. Kehoe plans to enter 
the field of industrial residence 
insulation, heading his own com- 
pany with offices in Chicago and 
New York. 





Talmage Leaves Electrical Business 


Charles H. Talmage, formerly 
manager of the Graybar Electric 
Company’s branch in Salt Lake 
City and more recently with the 
Reiman Wholesale Electric Com- 
pany of Los Angeles, has retired 
from active participation in the 
electrical business and is now rep- 
resenting the New York life Insur- 
ance Company in Pasadena. 





Julius Andrae & Sons Take Over 


Proctor & Schwartz Buy Liberty 
Gauge—To Make New 
Appliance Line 


CLEVELAND, On10—The Proctor 
& Schwartz Electric Company, with 
headquarters in Cleveland, Ohio, 
and factories in Philadelphia and 
Cleveland, announces that it has 
purchased the business of the Lib- 
erty Gauge & Instrument Company, 
in the latter city, makers of Liberty 
automatic irons, Liberty hot plates, 
etc., and will merge all Liberty 
products in the new line of Proctor 
Safety Automatic Electrical Appli- 
ances. 

The Proctor & Schwartz Elec- 
tric Company is owned and oper- 
ated by Proctor & Schwartz, Incor- 
porated, of Philadelphia, for over 
fifty years manufacturers of com- 
mercial drying machinery. This 
company has for many years been 
engaged in the development of 
automatic heat controlled devices, 
and holds numerous patents cover- 
ing, among others, the thermostatic 
control of electric heat. 





854 Red Seal Homes in First 
Quarter of 1929 


During the first quarter of 1929 
applications have been received by 
the California Electrical Bureau 
for 854 Red Seal homes. This 
amounts to 44 per cent of the total 
quota of 1,930 set for the year. 
The bureau has furnished the fol- 
lowing tabulation, which shows 
clearly the rising curve of Red 
Seal results: 


Red Per Cent 

Seal of Quots 

Quota Homes Achieved 
1996.3 0556 655 723 110 
cl) ore 800 896 112 
i oe 1,120 1,749 156 
Lis See 93 854* 44 





*Three months. 
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Electrical Manufac- 
turers to Exhibit at 
Barcelona Exposition 





Large representation entered at 
Spain’s World Fair 





Electrical interests will be widely 
represented at the Barcelona Inter- 
national Exhibition which opens 
May 15th under the auspices of the 
King of Spain and Spain’s leading 
industrialists. 

American manufacturers of elec- 
trical tools, equipment and supplies 
have reserved 250 square meters of 
space in the palaces of Construc- 
tion, Chemical Industries and Mo- 
tion Pictures in the great industrial 
zone of the Exhibition, according 
to M. Ventura, official delegate to 
this country from Barcelona. 

Included among exhibitors are 
the Arrow-Hart & Hegeman Elec- 
tric Company, Hartford, Connecti- 
cut, manufacturers of electrical 
wiring devices and switches; The 
Black & Decker Manufacturing 
Company, Towson Maryland, man- 
ufacturers of portable electric tools ; 
The Chicago Pneumatic Tool Com- 
pany, New York; The Foldex 
Electric Heating Company, De- 
troit, Michigan, manufacturers of 
electric ,heaters; The Gilby Wire 
Comparly, Newark, New Jersey; 
Hisey-Wolf Machine Company, 
Cincinnati, Ohio, manufacturers of 
electric drills and grinders; The 
Jewell Electrical Instrument Com- 
pany, Chicago, Illinois, manufac- 
turers of electrical measuring 
instruments; The Lightolier Com- 
pany of New York, lighting equip- 
ment and lamps; The Shepherd 
Electric Crane & Hoist Company 
of New York; Wellington J. 
Smith Company of Cleveland, mak- 
ers of electric incubators and 
brooders, and the Wiremold Com- 
pany, Hartford, Connecticut, man- 
ufacturers of electrical wiring 
products. 

Merchants and manufacturers 
from all over the world, including 
two hundred American industrial- 
ists will display their goods in the 
Exhibition palaces. Special offices 
have been opened on the Exhibition 
grounds by the American Chamber 
of Commerce in Barcelona to assist 
American exhibitors. 





New Jobs 


Curtis Lighting, Inc., an- 
nounces the appointment of 
Howard L. Wright as Manager 
of the new Lumitone Division, 
to direct all sales and merchan- 
dising activities in connection 
with the “Lumitone,” recently 
introduced by that company. 

Mr. Wright was formerly 
Resident Engineer in the Cleve- 
land territory of Curtis Lighting, 
Inc., but immediately prior to 
taking over his new work was 
directing Dealer Sales Service 
at the Company’s Chicago office, 
where he will continue to make 
his headquarters. 

H. Layton Pfeiffer has been 
appointed factory representative 
of the Clark Electric Water 
Heater Division of the McGraw 
Electric Company, Omaha, Neb. 
He will be in charge of the Cali- 
fornia territory with headquarters 
at 381 Magellan Ave., San Fran- 
Cisco. 

C. D. Ryan, for five years 
merchandise manager of home 
furnishings for J. N. Adam 
& Co., Buffalo, has joined the 
Hahn Department Stores, Inc., 
as merchandise manager of the 
home furnishings division of the 
Hahn Department Stores Pur- 
chasing- Corp., it was stated this 
morning by Richard Neustadt, 
director of personnel. 

Prior to his affiliation with 
Adam’s, Mr. Ryan was con- 
nected with The Fair, Chicago; 
the William Hengerer Co., Buf- 
falo; and the J. L. Hudson Co., 
Detroit. 

Charles C. Thomas, formerly 
in charge of engineering for 
Copeland Products, Incorporated, 
makers of the Copeland electric 
refrigerator, has joined the en- 
gineering staff of the Kelvinator 
Corporation, it was announced 
today by George W. Mason, 


president. 
He first became identified 
with electric refrigeration in 


1914 when he was manager of 
the refrigerating machinery divi- 
sion of H. W. Johns-Manville 
Company, Philadelphia, distrib- 
utors of the Audiffren-Singrun 
refrigerator, one of the pioneer 
electric cooling machines put on the 
market. 





Circus Parade 
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When the circus came to Dayton, O., recently, the F. P. Lutz Co., Gen- 
eral Electric Refrigerator distributors, conceived the swell idea of stag- 
ing an elephant parade to announce to the world the opening of their 


new display rooms. 
spirit of the affair. 
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The pachyderms seem to have entered into the 
“What’s a sign more or less?” they say. “Giddap!” 
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In writing the caption for this photo we will refrain from exercising 
our usual wit—if it may, by any wild stretch of the imagination, be 


called that. 
right: G 


We are told that the antics of any foursome are funny 
enough without injecting additional humor. 


Here we have, left to 


eo. J. York, Premier Service Company of Pittsburgh; Ralph B. 


Wilson, sales manager, Electric Vacuum Cleaner Company; Staniey 
Tabor, sales manager, Iowa-Nebraska Light & Power Company, and 
B. R. Gates, Premier Service Company of New York. 





Andrew J. Wallbillich, for- 
merly Appliance Sales Super- 
visor for the New York Power 
and Light Company in the Glen 
Falls district, has been appointed 
supervisor of the Albany district, 
according to an announcement 
by Ray Timmerman, Resident 
Manager. He succeeds Theodore 
P. Federer who has been trans- 
ferred to the Syracuse Lighting 
Company in a similar capacity. 

E. S. Bolton, Cleveland, O., 
has been appointed sales repre- 
sentative for Ohio of the Federal 
Steel Products Company, New- 
ark, N. J., according to H. Kol- 
ton, Sales Manager. 

Henry L. Williams, former 
advertising manager of the Sil- 
ver-Marshall Company and more 
recently with the Electric Sup- 
ply Company, has been appointed 
advertising manager of the Of- 
fenbach Electric Company, San 
Francisco, Cal. 

J. P. Sprunt has been trans- 
ferred from the Denver branch 
of the Westinghouse Electric & 
Manufacturing Company to the 
Merchandising Department of 
that company’s Salt Lake City 
branch. 


A.L.E.A. at Atlantic City June 5 


The Artistic Lighting Equipment 
Association will hold its Mid-Sum- 
mer Meeting at the Chelsea Hotel, 
Atlantic City, N. J., June 5th, 6th, 
7th and 8th. 

This Meeting is held during the 
Exhibition and Convention of the 
National Electric Light Associa- 
tion which is celebrating the Fiftieth 
Anniversary of the invention of the 
electric light, and Atlantic City will 
be the mecca of all industries inter- 
ested in the electrical field. 

The Annual Banquet of the As- 
sociation will be held at 7:30 P.M., 
Friday June 7th in Westminster 
Hall of the Chelsea Hotel. 








Kelvinator Gross Revenue 
Up 27 per Cent 


The ‘Kelvinator Corporation, 
Detroit, reports for the quarter 
ended March 31 a net profit of 
$273,250 after depreciation, inter- 
est, etc., equivalent to 23 cents a 
share earned on 1,167,800 no-par 














1929 1928 
Gross ........$1,495,781 $1,177,343 
Operating ex- 
penses ..... 1,039,505 959,614 
Operating 
profit .... $456,286 $217,729 
Depreciation, 
interest, etc. 183,036 213,939 
Net profit... $273,250 $3,790: 








shares of capital stock. This com- 
pares with a net loss of $413,396. 
in the preceding quarter and a net 
profit of $3,790 in the March 
quarter of 1928. 

The statement for the quarter 
ended March 31 compares as shown 
in the accompanying table. 





C. H. Clark Once More with 
Robbins & Myers 


SPRINGFIELD, On10—C. H. Clark,. 
former advertising manager of 
Robbins & Myers, Inc., manufac- 
turers of electric motors and fans, 
has returned to that company in 
the capacity of merchandising man- 
ager after six years with the Mont- 
gomery Ward & Company, Chi- 
cago, Ill. 

Clark went to Montgomery Ward’ 
Company as an assistant in the 
sales and advertising department 
and was later placed in charge of 
the sales promotion, sales research 
and field survey departments. In 
1927 he was transferred to the 
merchandising department and be- 
came manager of the general mer- 
chandise office. 
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Sunshine Backstage 

















The chorus girl always avoided the sun whenever possible—that is, 


before Dame Fashion decreed that the tan was the mode. 


Now, de- 


spite late hours and strenuous indoor work, the chorine may enjoy all 


the benefits of sunshine. 


dances. 


One show has installed a number of carbon 
arc lamps and the girls take their sun-bath as they 


rest between 





New Distributors 


The General Sales Corporation, 
with headquarters at 718 Mission 
St., San Francisco, has been 
named Pacific Coast representa- 
tive of the W. J. Loth Stove 
Company, Inc., Waynesboro, 
Va., manufacturer of the Loth 
electric range. The General Sales 
Corporation also has branches at 
210 East 32nd St., Portland, 
Ore., 301 First Ave. South Seat- 
tle, Wash., and 350 East First 
St., Los Angeles. 

Caffrey and Warner, Inc., of 
New York City have taken over 
the sales representation in the 
metropolitan New York terri- 
tory for the Trico Fuse Manu- 
facturing Company, Milwaukee, 
Wis. 

Listenwalter & Gough, Inc., 
distributor of electrical con- 
struction materials in California, 
have purchased the jobbing in- 


terests of the Baker-Joslyn Com- | 


pany of San Francisco. Listen- 
walter & Gough maintain 
branches in both San Francisco 
and Los Angeles. C. G. A. 
Baker, president of the Baker- 
Joslyn Company, has retired 
from the electrical jobbing busi- 
ness after twenty years of con- 
tinuous activity in that field. 
Scott-Buttner Electric Com- 
‘pany, 19 Grand Ave., Oakland, 
Calif., has been appointed repre- 
sentative for the Standard Elec- 
tric Stove Company in Oakland 
and surrounding territory by 
C. C. Smoot Company, northern 
California representative for 
Standard Electric Stove Com- 
pany with headquarters at 681 


Market St., San _ Francisco, 
‘Calif. 
The organization of the 


Marshall-Eddy Company to act 
as manufacturers’ representa- 
tive has been announced. The 
firm, which has established of- 
fices at 50 Hawthorne St., San 
Francisco, is composed of Harry 
E. Marshall, who has been in 
the manufacturers’ representative 
business in San Francisco for 
the past nine years, representing 
the Mueller Electric Company of 
Cleveland, and E. D. Eddy, for 
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the past ten years president of 
Eddy & Clark, Akron, Ohio. 
The Marshall-Eddy Company 
has been appointed Pacific Coast 
representative of the Iler Elec- 
trical Manufacturing Company, 
Warren, Ohio. 

The S. T. Johnson Co. an- 
nounces the appointment of 
The Agar, Cross & Co., Ltd., 
11 Broadway, New York City, 
as the Johnson representatives 


throughout the Republics of 
Argentine, Paraguay and Uru- 
guay, South America. 


In addition, the Corning Elec- 
tric Co., Corning California 
have been appointed as dealers 
in the Sacramento territory. 





Grinnell Reorganizes 





| Charles G. Adsit Elected President 





The Grinnell Washing Machine 
Corporation of Grinnell, Iowa, has 
been reorganized under the laws 
of the State of Delaware. Its cap- 
italization is now $400,000. 

Mr. Charles G. Adsit has been 
elected president. Mr. I. N. Mer- 
ritt, who was Secretary and Treas- 
urer of the Iowa Corporation, is 
now vice-president and _ general 
manager. Mr. Adsit brings to the 
Grinnell Washing Machine Cor- 
poration his long intimate associa- 
tion and acquaintance in the public 
utility field, and his nationally 
known engineering ability. 


Frigidaire Month Behind in 
Filling Its Orders 





The plants of the Frigidaire 
Corporation, Dayton, Ohio, are 
operating at 20 per cent above 
their maximum rated capacity 
as a result of the largest increase 
in unit retail sales the corporation 
has ever experienced, according to 
E. G. Biechler, president and gen- 
eral manager. A total of 1,501 car- 
loads of finished products were 
shipped in April. As compared 
with April, 1928, unit shipments 
last month showed an increase 
of 129 per cent. 








Farm Saturation Shown 
in Survey 





Reveals Two-Thirds Have Washers 





New York, N. Y.—Two-thirds 
of the electrified farms have wash- 
ing machines, according to an 
analysis of a survey recently com- 
pleted by ““Woman’s World.” The 
analysis was made by the Statistical 
Research Department of the Na- 
tional Electric Light Association. 

Five per cent of the farms have 
electric refrigerators—the same 
ratio as urban homes, while ten 
per cent have electric ranges, as 
against only seven per cent in the 
towns studied. 

The complete list of domestic 
appliances in the 529 farms which 
reported the use of electricity is as 
follows: 


Washing 

machines ...... 350 or 66 per cent 
Vacuum cleaners. 220 or 42 per cent 
Curling irons. ....197 or 37 per cent 
Toasters ........185 or 35 per cent 
MANS, Hick oacaas . 72 or 14 per cent 
Electric percola- 

HOES ocy5 stars oss 66 or 13 per cent 


Electric grills.....33 or 10 per cent 
Electric ranges .. 52 or 10 per cent 


I CAteRS 854 sods 50 or 9 per cent 
Electric refrigera- 

ROUSE irate ee 24or 5 percent 
Electric fireless 

COOKERS. 26.06. 12 or 24 per cent 


Of the appliances purchased, 11 
per cent were procured from the 
local light and power companies, 
while 47 per cent were bought from 





dealers in the nearest home town. 


Earl Lines Directs . 
Kelvinator Advertising 





For Three Years Advertising and 
Promotion Manager for Leonard 
Refrigerator Company 





Earl Lines, for the past three 
years advertising and sales promo- 
tion manager of the Leonard Re- 
frigerator Company, Grand Rapids, 
Mich., has been appointed director 
of advertising and sales promotion 
of the Kelvinator Corporation, 
Detroit, succeeding J. A. Corcoran, 
who has been appointed manager 
of the New York branch of the 
Kelvinator Sales Corporation. 

This announcement is made by 
Henry W. Burritt, vice-president 
in charge of sales, of the Kelvina- 
tor organization. 





Orders 33 Carloads 
G.E. Refrigerators 





Pennsylvania Power Company 
Places Record Order 





The largest single order for 
General Electric Refrigerators 
coming from a dealer was recently 
recorded by the Electric Refrig- 
eration Department of the Gen- 
eral Electric Company. 

This order, 33 carloads—1,200 
refrigerators, was placed by the 
Pennsylvania Power and Light 
Company, Allentown, Pa., operat- 
ing as a dealer under the Albany, 
N. Y.,. distributor, Page-Morris, 
Inc. 





Canadian Electric Assoc. 


Hotel 


N.E.L.A. Michigan Section 


North Central Electric Assoc. 


Pacific Coast Electric Assoc. 


Association 


Association . 


N.E.L.A.—New England 
Geographic Division 


N.E.L.A.—Rocky Mountain 
Division 





SHOWS and CONVENTIONS 


Algonquin 


National Electric Light Asso. 


Pacific Coast Electrical Assoc. 
Hotel del Monte 


Northwest Electric Light and 
Power Association Olympic Hotel 


Westinghouse Agent-Jobber’s ~~ Springs, June 10-15 
a. 


Camp Co-operation IX, S.E.D. Assoc. Is- 


N.Y. 
Empire State Gas and Electric Saranac 


Coming 
St. Andrews- June 19-21 
by-the-Sea, 
New Bruns- 
wick 
Atlantic City June 3-7 
Del Monte, June 19-22 
Cal. 
Mackinac Is- July I- 3 
land, Mich. 


Breezy Point’ June 23-25 
Summer Resort 
Pequot, Minn. 
Seattle, Wash. June 26-29 


Del Monte, 


Galt 


June 19-22 


August 2-6 
land, Hender- 
son Harbor, 


Lake, N.Y. 
New 
London, 
Conn. 
Glenwood 
Springs, 
olo. 


September 19-20 
September 9-12 


September 9-11 
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Proven demand assures rapid sales! 





Save one-half of your sales- 


men’s time in creating a market, LBUa uh) agen Ue 


























sell an Exerciser and Reducer 
that is nationally wanted. The 
Tower name stands for the ulti- 
mate in mechanical perfection. 
Your customers look for it be- 
fore buying. Nation-wide adver- 
tising has created this tremen- 
dous demand, you cannot afford 
to overlook it — your customers 
want the TOWER. To tie up with 


this advertising and stock the 


Tower is to take advantage of a 
thoroughly receptive market. 
Write us today for complete in- 
formation on our dealers’ dis- 
count plan — it will interest you. 





Send coupon today for 
complete information 
regarding our profitable 
merchandising plan. Our 
liberal dealer’s discount 
arrangement will mean 
attractive profits to you! 








Complete with stand 
Fully adjustable 


Broad possibilities are assured 
Tower dealers through our lib- 


eral discount plan. Fast-moving 
sales are an actuality, as the 
Tower Exerciser and Reducer 
combines with its low price ex- 
ceptional mechanical features. 
it may be used on its own stand 
(included in the price) or on any 
convenient desk or table. Its 
convenient size makes it easily 


portable. Wide and narrow 


belts, quiet operation, sanitary 
slip covers, adjustable vibration 
andthe finest materials through- 
out make the Tower Exerciser 
and Reducer by far the better 
health machine. Stock it! 


Tower Manufacturing Corp. 
122 Brookline Ave., Boston 


Please send me complete 
information regarding your 
dealer’s merchandising plan. 





TOWER MANUFACTURING CORP. 


122 BROOKLINE AVENUE, BOSTON, MASS. 


ewww wwe eo owe cosewe ones 
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J. L. Coffield | 


e Announces 



















THE SERVICE-FREE WASHER 


That t 
Ne Ww Valu prepa pile sails 


You don’t have to hunt for features, value and quality in 
DUMORE Washers—they’re outstanding—you can see 
them—so can your customers. Every model is full size. 

Nothing skimped. Nota single part cheapened. DUMORE 

Washers have style, finish, color that women want and buy. 


Since 1926 The Dayton Washer Company, of which Mr. Cofheld is 
president, has been in production on the Dumore. And now the 
Dumore is being nationally announced—a finished product— 
mechanical superiority that makes it service-free—a masterpiece of 


washer construction—a tribute to the engineering skill and ability 
of J. L. Coffield. 


3 MODELS ~~ 3 PRICES 
Solves the Price Question with a Complete Line 


Dumore scores with three models and three 
prices—each an outstanding leader in its class. 


«Model A Deluxe—$160.00—Thermolite Tub, steel 
jacketed—attractive nickel trimmings —lacquer 
finish—new and improved wringer—meets all 
higher priced competition and overcomes it. 

Model B—$129.50—Medium priced—looks and per- 
forms like higher priced washers—an outstand- 
ing value. 

Model C—$99.50— Full size—full capacity —the 
greatest value ever offered for less than $100.00 
—more for the money than you ever believed pos- 
sible—this washer will get you a lot of business. 


A type and price for every buyer—value that turns prospects into sales. 


DUMORE FEATURES 


New type agitator —remarkable washing action — fast — prevents 
tangling—handles delicate fabrics safely. Completely shielded. Ten 
Year Guarantee. Self-lubricating throughout. Direct drive on all 
models. Seldom, if ever, has any line of washers with such out- 
standing features—quality—construction and appearance been offered 
to dealers at such prices. LET US TELL YOU MORE ABOUT IT. 








_ Robertson-Cataract Electric Co. The Electric Appliance Co. 





216 Penn Ave., Pittsburgh, Pa. 
Buffalo, N. Y.— Rochester, N. Y. Distributor for Western Penna,, Eastern 
| Distributors for Western New York Obio and West Virginia 














dhe DAYTON WASHER COMPANY 


J. L. COFFIELD, ‘President. a 
DAYTON, OHIO ge 
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Sold Out in Two Days! 


Two days after the Star Lighting Fixture Company, Boston, 
put in a window display of Johnson Electric Floor Polishers 
... six of them... they were GONE! And the store was 
calling for more. The Star Lighting Fixture Company isn’t 
located on Boston’s main street . . . just an average business 
street In an average part of town. But a window display is all 
it took to cash in on the tremendous national advertising be- 
hind the Johnson Electric Floor Polisher. 


Our salesman writes: 


“This customer bought five Household and one De Luxe on 
Monday afternoon. On Tuesday morning he had sold three 
Household machines. Another was sold this morning (Wednes- 
day). This noon he sold the De Luxe. He had sufficient calls 
for rental to warrant putting the sixth machine into rental service 
immediately.” 





From the Atlantic to the Pacific there are 
more that 7,000,000 homes using vacuum 
cleaners that need the Johnson Electric Floor S. C. JOHNSON & SON, Dept. EM6, Racine, Wis. 
Polisher to res for the other half of their Gentlemen: Please send me details for your special electrical 
floors. A window display of Polishers will dealers’ proposition on Johnson Electric Floor Polishers. 
bring in your share of this tremendous busi- 
ness. Mail the coupon today for details of 
our special proposition to Electrical dealers. 


S. a JOHNSON & SON PRN ORB oso So Oa ace siddidiels bei ete ea a ee ee 


“Interior Finishing Authorities” 


RACINE, WIS. City 
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resenting 


—the appliance with the most widespread 
appeal of the day, 




















THE MANNING-BOWMAN \ 
ELECTRIC TABLE COOKER 
«it really cooks” \ 

Use — 


it will be used from morning till night — bacon for 


breakfast to toasted sandwiches after the bridge game 
at midnight. 





Design — 


beautifully nickel plated, cast aluminum grids—WHICH 
ARE EASILY REMOVABLE FOR WASHING—a handle 


insulated with glass, a wide expanding hinge, all are feat- 
ures easily seen and ap- 


preciated by prospective 
purchasers. 


Packed 
individually— 
six to a standard 
package. 


MANNING, BOWMAN & CO. 
MERIDEN, CONN. 
New York Chicago San Francisco 
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A small recipe and instruc- 
tion booklet accompanies 
each cooker. 














We furnish you cards, signs, 
etc., which will help you sell. 
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my Ow, aS Summer comes 


on, is the ideal time to sell 
Table Cookers. 


Yi 


Yy 
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This cooker will be featured 
in Good Housekeeping, 
Vogue and Cosmopolitan. 


§j ‘00 


LIST 










Some Other Things 
the Cooker does: 


It readily cooks all 
manner of 


Toasted 
Sandwiches, 
Small steaks, 
Meat balls, 
Potato cakes, 
Fish cakes, 
Baked bananas, 


and many other 
tempting dishes. 



























Make sure your store is up 
to date. Order samples of 
the cookers today. 







—And here is the DeLuxe Table Cooker. 
Toasts two sandwiches at a time—grills 
larger steaks. Equipped with remov- 
able grids which can be washed, a 
grease drain, a switch on the cord. 
No. 510, $18.00 List — the 
appliance for everyone. 








00 
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wy @ VERY FIVE SECONDS during the business day some- 
| body, somewhere, buys a vacuum cleaner. Every time 
=i.4 the clock ticks somebody, somewhere, pays ten dollars 
to some vacuum cleaner dealer. The industry’s annual in- 
come is big enough to give a five dollar bill to every person 
who drives a Ford car. 





That’s a business— a big business. 
Why, then, are some dealers not getting their share of it? 


We say it’s because they have been bucking a fractional 
market—handling machines with which they can get only a 
part of the business to which they are naturally entitled. 


eee 
The huge market for cleaners is divided into two parts. 


One part of the market demands a popular-price machine. 
The other part demands the best there is. But both parts 
of the market right now demand something new and inter- 
esting in both the machines and in the way they are sold. 








> i ia ian oan toa, doa doa do doa, doar Za 


HE ROYAL PRINCESS is a fine machine at a popular price—$39.50, 
attachments $6.50—slightly higher in the far West and in Canada. 
§ The Royal Princess was designed to meet a known demand for a 
light, swift, handy, competent cleaner for the modern small home or 

apartment. We claim it is as good as any fifty-dollar cleaner made, and 

better than some at a higher price. In its own price range it stands supreme. 

Royal Princess sells because it meets a popular want at a popular price. It 

has “eye value” and looks as though it ought to cost much more. § We back this cleaner with strong, modern, effective sales 

and advertising co-operation that gets substantial results for the Royal Dealer. 2a a a A HR AAAKRAKA AA 


The P. A. GEIER COMPANY, (05th ‘Stree, Cleveland, Ohio 
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BE CONTENT WITH A 
FRACTIONAL MARKET 
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The old methods of approach, the old sales appeals, are worn 
out in this jazzy age. 
@®ee 


Royal today offers you machines which have the modern, 
interesting appeal. 


Royal has a price machine for those who want it— but price 
backed by Royal prestige and Royal quality. 


Royal also has, as always, the Best-There-Is for those who 
want it—but in addition to quality and cleaning performance 
we now offer extra sales features—something so new and 
prey that it will not only interest the public but will 
put fresh life and enthusiasm into your own salesmen. 


These two machines are briefly described on these pages. 


But we have something more besides machine—we have sales 
and advertising material to “put over” these machines for 
you. We say this material is as new and effective as the 
cleaners themselves. You'll say the same when you see it. 


Write to your Merchandising Service Department for details. 

















O the Super Royal has been added a new and 
wonderful hygienic feature which thoroughly 
germ-proofs the dust and purifies the air of the 
home. It is not a mere “attachment” but it is 
a built-in part of the machine, operating without any 
trouble and without extra cost. J This added feature, in 
addition to all Royal’s other quality and service 
features, has a wonderful sales appeal. And this appeal is driven home irresistibly by Royal’s powerful LOCAL advertising. 
The Super Royal is, of course, the very finest quality cleaner — $57.50, attachments $9.50—slightly higher in the far 
West and in Canada. At that price it offers the greatest value to the public and the largest NET profit to the dealer. 


Manufactured in Canada by CONTINENTAL ELECTRIC CO., Ltd., King Street, East, Toronto, Ons 
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Worlds Supreme 
Washer Value 
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Dealers are reaping rich returns from the sale 
of this fast selling washer. The Conlon Mer- 
chandising Plan, enthusiastically adopted by deal- 
ers, who recognize Small Investment, Quick 1 ial 
Big Volume, Handsome Profits 






Since announcing our new Model gg and the new Conlon Merchandising Plan, hundreds 
of thinking dealers everywhere, alive to present day merchandising trends in the appliance 
field, are quickly grasping the opportunity presented by the Conlon Model 99 and the sound, 
practical selling plan, which assures Quick Turnover and Handsome Profits from a small in- 
vestment. The results which Conlon Corporation and Conlon Quality have produced for them 
are more than justifying their merchandising wisdom. 


This opportunity may still be open in your community. Take it now, while it beckons — the 
Conlon No. 99, the world’s incomparable washer value, is building bigger merchandising suc- 
cess and sounder business future—make sure of your share. 


ACT PROMPTLY! Secure the Conlon Agency for your city now, and cash in on the exclusive 
sales possibilities afforded by the tremendous market of those keen buyers who demand the most 


for their dollars. 


Never Before Such: Dollar for Dollar Value 


Sixteen years of experience, modern facilities, mass-production and unique mechanical design 
which permits of exceptionally economical manufacture, during which we have produced and 
sold 30,000,000 and more dollars’ worth of washers, enable us to offer you for 1929 — 
the Conlon Model 99 which challenges comparison for real dollar-for-dollar value and enables 
you to meet any class of competition. And remember! In making this popular price on Model 
gg the Conlon Corporation proposes no compromise with those principles which have made its 
products “America’s Finest.” 


CONLON CORPORATION 
52nd Avenue and 19th Street CHICAGO, ILLINOIS 







































































Inner tub heavily nick- Precision gears for quiet opera- Big % H. P. motor—small floor 


el plated, protected by tion—minimum of moving parts space, 23” x 26”—center post over- 
an outer steel jacket —all parts running in oil in a head drive—eliminating leaks and 
which gives a thermos sealed gear case. No oiling wor- service troubles. All metal construc- 
effect and keeps water ries. All parts interchangeable. tion. This chassis contains the vital 
hot. Note the Conlon Absolute dependability — assur- parts of the Conlon Washer—tested 
patented aluminum ag- ance of long years of troublefree and proven parts which have been 
itator. service. 


used in thousands of quality washing 
machines of Conlon make. 
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RILLIANTLY lighted Mazda Avenue with its stores, commercial 

buildings, theatre, art gallery and home, all completely 
equipped with every modern device for effective illumination, 
will awaken new realizations of the limitless untouched possi- 
bilities for light. You are cordially invited to inspect this new 
and complete laboratory of applied lighting on your way to or 
from Atlantic City. 


Westinghouse : 
Lighting Institute 


GRAND CENTRAL PALACE 


46th STREET and LEXINGTON AVENUE 
NEW YORK 




















June, 1929 ELECTRICAL 


MERCHANDISING 


“STANDARD OF THE WORLD SINCE 1900" 





LIONEL | si 


\ 





ANNOUNCES 


the new 


STEAM TYPE 
Molde) ong h/3 


and 


TRAIN OUTFITS 














UST as LIONEL Electric Locomotives are uni- 
versally recognized as the last word in model 
electric railroad construction—so LIONEL Steam 
Type Locomotives are, by far, the most magnifi- 
cent and perfect of their type ever presented to the 
trade. This latest LIONEL triumph transcends in 
excellence of design, in beauty of construction, and 
in electrical and mechanical perfection, any model 
STEAM TYPE LOCO that has ever been made. 


electrically 
driven by 
the famous LIONEL 


“BILD-A-LOCO” 
LOR RO) *4 


——— and Tender are 22% inches 
long. Locomotive has 8 wheels—is finished in 
beautiful black enamel with brass and nickel trim. 
Headlight on boiler front, flags, bell, lantern, rails 
and exhaust pipes are realistic details seen on real 
“Giants of the Rails”. Lionel Steam Type Locomo- 
tives are made with Hand Reverse and “Distant- 
Control” mechanism. Order a stock now and pre- 
pare to supply the demand for Lionel Steam Type 
Locomotives and outfits. Write or wire. 


SEND FOR CATALOG AND LIONEL DEALER PROPOSITION 





THE LIONEL CORPORATION 


Lionel Western Coast Branch 
M. Sweyd, Representative 
788 Mission St., San Francisco, Calif. 


15-17-19 East 26th Street 
New York City 


Lionel Canadian Branch 
Harold F. Ritchie & Co., Ltd. 
Toronto and Branches 
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Partial view of the factory of Proctor 
& Schwartz, Inc., Philadelphia, of 
which Proctor & Schwartz Electric 
Company, Cleveland, is a division. 
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TRRRRRERERERELECS, 


INTRODUCING 


The PROCTOR LINE of 
Automatic Electrical 
Household Appliances 


HE Proctor & Schwartz Electric Co. is a name new to the electrical industry, 
but Proctor & Schwartz, Inc., the parent institution, is known and respected 
wherever textile or drying machinery is used. The products of this company 


are in use in every part of the world. 


ROM two generations of experiment and experience has come the deep 


and well-grounded knowledge of heat and moisture control. 


HE new company inherits and applies Proctor Automatic control to a complete 
line of household appliances—the Proctor iron, Proctor toaster, Proctor waffle 


iron—which are being introduced for the first time at the N,E.L. A. Convention, 


N ADDITION fo the introduction of automatic heat control a new style note 
is sounded, embodying a modern motif for the first time applied to electrical 


household utilities, 


ROCTOR Electrical Products will be distributed through only reputable, re- 
liable trade outlets, which will be supported by merchandising and advertis- 


ing co-operation to an unprecedented degree. 


INALLY, the Proctor Line will be priced to provide these trade outlets with 
a generous margin fo encourage their active merchandising and campaign- 
ing and will bear an unconditional guarantee that will protect both user and 


seller against costly servicing. 
9 Y 3 he oe he 





OU are cordially invited to inspect the Proctor Line, at Space 571, New Auditorium, 

Atlantic City, during the N. E. L.A. Convention, June 1st to 8th, and to correspond 
wih Proctor & Schwartz Electric Co,, 6612 Euclid Avenue, Cleveland, Ohio, a division 
of Proctor & Schwartz, Inc., Philadelphia. 
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UNIVERSAL 


Automatic Toaster 


Toasts Uniformly Without Burning 


Distinctive in that current remains on con- 
tinuously, keeping oven always heated at 
its most ideal toasting temperature—an 
exclusive feature made possible by the 
UNIVERSAL “sliding rack” way of re- 
moving each piece of toast completely from 
oven—saves time and insures uniformity. 


Automatic — Delivers perfectly browned 
toast with the precision of clock work. 


A djustable—Makes light, medium or dark 
brown toast as desired. ° 


Simple to use—Slide bread in oven, press 
down a lever—that’s all. 


Handsome — Finished in bright nickel 
beautifully embossed on sides and top—an 
ornament as well as a servant. 


UNIVERSAL 


Convenience 


ANNOUNCING 






two New 


Electric 
Profit-Makers 



























Outlet 
Range 


No special wiring—Portable, operates anywhere within reach of con- 
venience outlet—requires no more space than a chair—UNIVERSAL 
Selective Switch heat trati le capacity for needs of 
average family and within capacity eyuals sterling performance of 
Standard-size UNIVERSAL Ranges—costs little to buy or to oper- 
ee eee by the underwriters—the most amazing little range 
ever designed. 








Buy through Your Jobber 


Landers, Frary & Clark, New Britain, Conn. 

























MI.. Washing Machine Dealer: 


Are You 
fishting a 
losing battle? 


—or are you selling what the 
public wants ? 








DOWMESTIC 
APHLIANCES 
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Vou are fighting a LOSING BATTLE! 


—if your main line is a 


wringer-type machine! 


This is no time to follow outworn customs or prejudices. 
The success of your business rests on your shrewd 
judgment and not on fanatic devotion to a lost cause. 

Forget for a moment that you are selling wringer- 
type washers. Look at washers in an unbiased way as 
a prospect would. 

You will admit that the EASY Damp-Dryer is 
absolutely SAFE. 

You cannot deny that the EASY Damp-Dryer is 
easier than feeding clothes — piece-by-piece — into a 
wringer. | 

You know that the EASY Damp-Dryer is faster— : 
for you or nobody else can feed a whole tubful of 
clothes through a wringer in less than two minutes— 
the time it takes EASY to damp-dry a tubful. 

And who would even compare the old-fashioned, 
squeezing, distorting methods of the wringer with the 
gentle extraction of water by EASY? 

To clinch these facts, just bear this in mind— 

Over 75 per cent of all EASY sales are Damp- 
Dryer Models and are due to the enthusiastic recom- 
mendation of present owners to friends. 

Progress cannot be denied. The public demands im- 
provement. The nation is going EASY by an over- 
whelming majority. EASY dealers now have the greatest 
money-making opportunity ever offered in washing 
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The Centrifugal Damp-Dryer is the only 


Major Improvement in present 


day washing machines 


EASY has the most practical 
DAMP-DRYER 




















Radio changed from batteries 


to A. C. in ONE YEAR 


The most amazing thing in this present age is 
the rapidity with which the public accepts new 
improvements. 


Two years ago the A. C. radio set was intro- 
duced. In a year’s time, public demand forced all 
radio manufacturers to make the majority of their 
output A. C. sets. 


Today, you cannot expect to sell merchandise 
that is ‘“‘behind-the-times” and stay in business. 
The public will not stand for it. They demand 
improved merchandise. 


The centrifugal Damp-Dryer is the only major 
improvement in present day washers. And the 
huge EASY national advertising campaign is 
making every prospect conscious of EASY’S big 
improvements. 


Don’t waste your valuable time trying to break 
down public resistance to an old-fashioned washer. 
Sell what the public wants—the washer of today 
and tomorrow—the EASY Damp-Dryer Washer. 








All manutactarers will come to 
this method of drying very soon 


All manufacturers will come to the centrifugal 
method of damp-drying very soon. They must— 
just as all radio manufacturers had to come to the 
A.C. sets. Public demand will force them to adopt 
this great improvement. 


Already many manufacturers have followed 
EASY. 

But EASY has the most practical Damp-Dryer. 
It operates independently of the wash tub. It 
damp-dries all clothes evenly. Embodied in it are 
the result of eight years’ research work. 


Other manufacturers do not have EASY’S 
years of costly research work to guide them. They 
must slowly work out the errors that EASY found 
and overcame. 


EASY is the largest manufacturer of safe, no- 
wringer washers. The new EASY Washers are 
marvels in mechanical efficiency. Do not be satisfied 
with any other. 
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NI... Washing Machine Salesman: 


No other washer can equal EASY 


in a competitive demonstration 


—and demonstrations make sales 


The EASY has no wringer. It is SAFE. It 
cannot possibly harm the operator or chil- 
dren. Think of the power of that word SAFE! 
A salesman who knows how to use it can 
block out all competition. 


Consider the speed of the EASY Damp- 






























































































































Dryer. It damp-dries a whole tubful of 
clothes in less than two minutes—does it 
while the big tub is washing another batch. 
You know that no wringer-type washer can 
compete with this speed. 


The extra things the EASY does makes it 
easy to sell. It damp-dries bulky, awkward 
pieces that will not go through a wringer—like 
overalls, blankets, sweaters and even pillows. 


Look at the way the clothes come out of 
the EASY Damp-Dryer—evenly damp with 
nap upright and fluffy. There are no dripping 
hems. There are no deep, hard, pressed-in 
creases. Thus ironing is made easier. No 
broken buttons—no torn clothes. 


Clothes may be rinsed in the Damp-Dryer 


without lifting or handling until ready for 
the line. 


And bear in mind that these are but a few : 


of EASY’S powerful selling features. 


No wonder more and more washing ma- 


chine salesmen are turning to EASY each day. | 

EASY Washers are specialties. They have 
features which enable you—a specialty sales- 
man—to sell them in competition with all | 


other washers. 


You can make more money selling EASY. 
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The EASY is SAFE!! 


—no exposed wringer rolls 

—<<does not break or tear off buttons 

== dl oes not crack silks, or rayon garments 
—<does not stretch or distort woolens 


The no-wringer EASY is safe for clothes as well as 
operator. It is faster from basket to line than any 
wringer-type washer. It is easier on the housewife 
—easier on the clothes. 


The EASY Damp-Dryer takes so much more 
water from the clothes that line-drying in the sun 
is greatly shortened. In bad weather, they can be 
line-dried indoors for ironing the same day. 


The EASY Damp-Dryer not only removes all risk 
in washing, but makes the no-wringer EASY the 
fastest, gentlest and easiest washing machine on 
the market. 


















































Now that this better method than wringing has 
been found, every woman wants an EASY. Wants it 
for its greater measure of value—for the things it 
does which no other washer can do; the extra service 
in washing, damp-drying, and rinsing. 


And now EASY announces— 
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The EASY with Damp-Dryer can 


now be had in both the suction type and agitator 
type washer. Both are wonderfully efficient washers. 
Both sell at the same low price. Both are more 
compact—many inches shorter in length and height. 
Now, every woman can have the safe EASY Damp- 


Dryer in her favorite style of washer. 


Also supplied with built-in 4-cycle gasoline motor for homes without electricity 



































NEW WASHERS 


at exceptionally low prices 
Both with the famous DAMP-DRYER 


instead of the old-fashioned wringer 







































































The Saction type Washer The Agitator type Washer 


EASY’S fifty-year record of proved perform- A startling new washing principle in agitator 
ance is built upon this type of washer. This type washers has been developed by EASY 
new, improved model is many inches shorter engineers. The bottom of this new EASY 
=) in length and height than any previous EASY agitator has washboard corrugations. As the 
no-wringer Washer. It can be used in the clothes pass over these corrugations in a spiral 

















smallest kitchens. It is much handsomer. The movement, vacuums are created. This pro- 


safety controls are even simpler than before. duces suction, flushing soap and water through 
Eight-pound washing capacity as compared _ the clothes. Thus the mesh of the cloth is 
with 6 pounds for most washers. Three suc- _ thoroughly cleansed while the agitator fin 
tion cups move up and down and around— __ washes the surface. 
sixty-six times a minute—flushing air, soap Amazing washing speed is obtained by this 
and water back and forth through the clothes. new EASY method without harmful short- 
The entire texture of the clothes is thor- _ cuts. An 8-pound washing capacity—2 pounds 
oughly cleansed in a few minutes. This is | more than the average washer. The controls 
the vacuum principle of washing on which _—are simpler and fewer than those on any 
the fame of the EASY Washer is built. wringer-type washer. 
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at exceptionally low prices. 


Both with the famous Damp-Dryer instead of the old-fashioned obsolete wringer 











A new agicator type washer 
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T iets 
ae ae national magazine campaign is the 
pine . “ aced on any washer. In this gigantic 
ae: gn, SY calls a spade a spade. EASY is sold 
“ a comparison w; th the old-fashioned wringer. 
Pica ull pages in The Saturday Evening Post of 
e Ist, and full page Country Gentleman space 
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also offers: 


Powerful National | 
Campaign ~ ~ ~ 
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June issue, will tell your public about EASY’S 
wonderful new products. 

Full pages and half pages wi}: appear in the country’s 
leading newspapers during June— with dealers’ names 
listed. We want yours among them. 





























EASY also offers: 


A Wondertal 


merchandising service 






The EASY 
7-Step - Plan 
The EASY 7-Step-Plan will put 


organized effort into your sales. 
It is designed to build up the most 


The EASY 


valuable thing in your business—a good prospect 
list. It will give you an orderly way of following these 
prospects. It will increase the prospect’s interest be- 
fore the salesman’s follow-up calls. It will relieve 
salesman of detail work and will at the same time 
systematize his work and make his calls more pro- 
ductive. 





3 Factory Mailings 


An important part of the EASY 7-Step-Plan is the 
3-piece mailing campaign, mailed direct to every one 
of your prospects by EASY. These three attractive 
broadsides are mailed at low cost to you. Coming 
from the factory, they speed up the sale by keeping 
the prospect’s interest aroused between your sales- 
man’s calls. They make the salesman’s time more 
productive by making more interested listeners of 
his prospects. 


““Use the User’? Plan 


The EASY Damp-Dryer cannot be classed with 

ordinary wringer-type washers. It is a specialty. It 

gives a new service. Its users are enthusiastic boosters. 

They are a constant source of new prospects. And 

EASY has a plan for getting the names of these 
ospects. “Use the User”’ Plan. B 

prospects. “Use the User” Plan. Because every owner 





of an EASY Damp-Dryer is so enthusiastic about it, 
this plan offers a sure-fire way of building up a big 
prospect list. It is a business getter. 


EASY Helps 
with Booklets, etc. 


EASY overlooks no opportunity to help dealers sell. 
Booklets, folders and other supplementary adver- 
tising material are supplied in quantities that enable 
you to doa real job in merchandising EASY Washers. 


Sales Clubs that Stimulate 


You have heard of the famous EASY Sales Clubs. 
Membership in these exclusive organizations is 
probably the most coveted honor in the industry. 
Salesmen prize the Sales Club Emblems because they 
are badges of success. The EASY Clubs are a never- 
failing means of keeping your salesmen full of en- 
thusiasm and the fighting spirit. 
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Window Service 


Many dealers do not give their windows proper con- 
sideration. Windows are one of your best means of 
advertising and creating prospects. EASY realizes 
this. Every month EASY dealers are supplied with 
suggestions for a genuine selling window. Complete 
window displays are furnished, including posters on 
special offers, etc. EASY dealers make their windows 
work for them. 
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Getting the Crowds to Stop 


Arousing curiosity is one of the first steps in a sale. The EASY Damp-Dryer offers 
unusual possibilities in getting startling effects in window displays. EASY dealers 
are kept constantly informed of new and novel ways of putting on these displays. 
Big crowds are stopped and many prospects are created in this way. 


Pocket 
Sales Maker 


The EASY Pocket Sales 
Maker is a real business 
getter. The salesman who 
uses it is going to tell your EASY story as you want 
it told. He will not overlook any important selling 
feature. The EASY Pocket Sales Maker presents 
each EASY feature forcefully and in logical order. 
It is a guide for your salesmen in the presence of the 
prospect. And it comes in a size that can be carried 
in the salesman’s pocket. 


Constant Personal Aid 


From an Expert 

The EASY sales manager in your district is an expert 
in training washer salesmen. He will work hand-in- 
hand with you in building up your organization. He 
will help you get salesmen—help you train salesmen 
by actually selling before them in the field. The in- 
valuable assistance and counsel of this selling expert 
will not cost you a penny. 





Campaisns— 
Mats and 
Electros Free 


The best results from adver- 
tising are obtained by having 
a plan and then working that 
plan. EASY advertising is 
built upon this principle. 
Dealers are supplied with complete merchandising 
plans that enable them to get maximum returns 
from both national and local advertising. Mats or 
electros of advertisements for local newspapers are 
supplied without cost, together with all details for 
putting the campaign into operation. 
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50-50 Newspaper Advertising 
EASY goes 50-50 with dealers onall EASY newspaper 
advertising. This advertising will appear over your 
name. It will be your advertising. We consider news- 
paper advertising to be the most economical adver- 
tising available to you. As proof of this, under the 
EASY Plan, we agree to add a dollar to every dollar 
you spend advertising EASY in your local newspaper. 


Mail Campaign to Owners 
EASY 


of Wringer-type 
ashers 

These owners are 
splendid prospects for 
the two new no- 
wringer EASY Wash- 
ers. They know the ex- 
cellence of EASY 
materials and manu- 
facture. And from experience with wringers, they 
can appreciate the advantages of the EASY Damp- 
Dryer. EASY has a powerful direct mail campaign 
prepared expressly for these wringer-type washer 
owners. The market is open to EASY dealers only 
because these prospects can only be sold an improved 
washer. A tremendous market for the new EASYS. 


Liberal Trade-In Allowance 


EASY shares with you the trade-in allowance for 
washers that must be junked. To enable you to 
accept old washers as part payment on new EASYS, 
we assume a liberal portion of the trade-in price 
allowed for the old washer. 
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The EASY merchandising plan is built to help 
dealers in every way. It is the most complete and the 
most liberal service ever offered to you. And it gets 
maximum results. 













































You are a specialist 


As a washing machine dealer, you are a specialist. Therefore, you 


should be selling a specialty. 


A wringer-type machine is not a specialty. It is just as staple 


and commonplace as sugar from the bin, or butter from the tub. 


True, some wringers are different, and some are better. But 
they are all wringers. They are old-fashioned. They are “ behind- 


the-times.”’ 


That’s why the EASY is a specialty. Special because it has no 
wringer, but a Damp- Dryer, which can’t possibly hurt the operator 
or most careless child. A Damp-Dryer that provides extra value 
through handling big, heavy, bulky things like pillows, blankets, 


woolens and overalls— pieces that won’t go through a wringer. 


Special because it is the biggest dollar’s worth in the washing 


machine market today! 


EASY offers these bigs selling advantages 


1 The only major improvement in present-day washing macnines. 
2 Safety—also faster—easier—gentler. 

3 Made in the two popular types of washers. 

4 Liberal Trade-In allowance. 

5 Largest national magazine campaign. 

6 Local advertising campaigns. 


a Most complete merchandising service. 


W rite, wire or call 





Syracase Washing Machine Corp. 
Syracuse, N. Y. 
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MAJESTIC 


nothing else like it in the whole field 
of fast-moving Electrical Specialties 





To see the nationally popular 
MAJESTIC Combination Hot Cake 
and Waffle Iron is to want it! Appli- 
ance dealers have scored a success 
with the MAJESTIC and say “it 
beats them all” as a gift-item and 
steady year-around seller. 


Consider 
these Profit Points 


1. Two essential appliances (hot cake 
griddle and waffle iron) in one 
compact unit. 


2. The margin is big. 


3. Its exclusiveness interests everyone 
who looks it over. Adapted to 
many uses besides making of hot 
cakes and waffles. 


4. Backed by liberal national adver- ~ 
tising campaign and dealer help 
support. 


Quality Throughout 


The Majestic Combination Hot Cake and Waffle Iron re- 
quires no “breaking in”—no grease—batter cannot overflow 
—-self-contained. switch connection. Chromalox-equipped— 
built to last. Reversible grids—can be taken out and easily 
washed. Finished in nickel and ebony. Fully guaranteed. 


MAJESTIC also makes nationally-famed Reflector Heaters, Portable and Bracket Heat- 
ers and Wall-Insert Heaters. The Majestic heating line is in a class by itself. 


Let us send you full information about Profits through the Majestic franchise. “Majestic 
Electric Heating” is a new booklet of interest. 


Mayestic Evectric APPLIANCE Co., INc. 
Philadelphia San. Francisco Kansas City 
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Lifty Golden 


ears 


fiery years ago, [homas Alva Edison offered 
practical electric light to the world. No longer 


do darkening horizons follow the path of the sun. 





It is with Light's Golden Jubilee that a grateful world 
will pay tribute to the father of a thousand human 
comforts. The greatest tribute ever paid toa living man. 


Light’s Golden Jubilee srows day by day— bringing to 
the people of the world a far, far keener appreciation 
of Lighting than they have ever had before. The 
miracles of this Age of Light will be understood as 


they never have before. 


To distributors of Edison MAZDA lamps and National 
MAZDA lamps, Light’s Golden Jubilee offers a golden 
opportunity for developing business along constructive 


and permanent lines. 


EDISON MAZDA LAMPS NATIONAL MAZDA LAMPS 
General Electric 
HARRISON, N. J. CLEVELAND, OHIO 











\fThe Miracle of 1929 |< 
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FAST-SELLING 
FEATURES 
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WHAT MORE COULD YOU 
WANT OF ANY FAST-SELLING, pree 
PROFITABLE VENTILATOR? helps 


Be ready to meet the public’s rapidly 
increasing demand for a highly efficient 
ventilator at a price moderate enough to 
be appreciated by even the most thrifty. 
Regardless of your ventilator plans, don’t 
start another season without investigat- 
ing this amazingly popular line! Write, 
or use the coupon below. . ; 
Your market’s practically untouched. 
Our co-operative mer- 
chandising program helps ~—= 


TATTRACTIVE 
appearance 





| FAS” to install 





MODERATE, 





MERCHANDISING 





PROTECTIVE 
jobber«dealer policy 


SNS ESS 














the necessity of kitchen ventilation. Saves 
cleaning and decorating bills—saves“‘cook- 
ing odor embarrassment.”’ Cool kitchens, 
always. Bedrooms, too, need Airmaster 
for health and comfort. 


Industrial, commercial, and office ven- 
tilation fields are opened for you by 
Airmaster’s silent, efficient operation. 
So are school, hospital, ani hotel sales. 

Its new ‘‘eagle wing’”’ 





iceman principle* moves greater 





you whisk up profits as 
quickly as Airmaster whisks 
away smoke and foul air. 

Kitchens need Airmaster; 
housewives are educated to 


retails at 








‘29 


‘volume of air with smaller 
proportionate size. Notice 
15 the hump on the blade. 

Send for details today. 


Slightly *Airmaster propellers are 


higher on 
Pasties Coast fully protected by patents. 














em 





AIRMASTER CORPORATION -_ 140So. Dearborn Street - CHICAGO, ILL. 


0 Send complete price and discount information. Individual 
0 Send sample AIRMASTER for inspection and ~-------------- 





test, at regular discount schedule, subject to return C 
within 30 days. ompany 


Counter display stand free with order of 
6 or more Airmasters. Address 
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The magic of modern engi- 
neering and manufacturing 
has created a sensational new 
washer. The One Minute 29 
is the answer to the demand 
FOR A MACHINE that 
keeps pace with modern re- 
finement of home equipment 
and appliances. 

A value that is immediately 
noticeable — Features that 
create instant desire — Per- 
formance that challenges any 
comparison. 








Get the facts on the new Armglaco Tub—the Service Sealed 
Gear Case—with gears running in a bath of oil. The Non- 
porous aluminum alloy agitator—the simple control—and_ the Newton, Iowa Dept. (E. M.) 
many other improvements. 


Write, mail the coupon or wire for information on this outstanding 
washing machine opportunity. Yi 





ONE MINUTE MANUFACTURING CO., Seams 








Send the facts on your new Model 29 to 


WOME adie div asl cise areola aaa brennan aaa 
See our exhibit at the N.E.L.A. Convention at Atlantic City. RRR Sosa oe nota beter siect ete 
Space numbers 227-229, Exhibition Hall. 
Address 


TRC eee ee ee ee rn a es oe 


One Minute Manuacturing Co., Newton, Iowa. 


United Electric Co. of Canada, Ltd. 
Distributors and Makers for the Dominion, 14 Breadalbane St., Toronto, Ont. 
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MODERNISTIC 
LIGHTING a 
GLASSWARE 


Delica White and Light 
Ivory Cased Glass 


Up-To-Date 
Merchandise 
at Popular 
Prices. ... 
Meet the 
Constantly 
Increasing 
Demand for 
Modernistic 
Effects in 
No. 917 7 x 4-in.—10- Lighting 


R : 
No. 971 5% + 3%-In. Equipment 
1% in. deep 
Dec. D-1 








No. 922. . .10x4-in.-744-in. deep 

No. 923. ..12x6-in.-9-in. deep 

No. 924. . .14x6-in.-1014-in. deep 

No. 925. . .16x6-in.-12-in. deep 
Dec. D-5 


Furnished Plain and Decorated, desig- 
nated by Decoration Letters and Num- 
bers as follows: 





Dec. D Delica White 
Dec. D-1 Delica White, Green Lines 
Dec. D-2 — White ‘“‘Modernistic’” Dec. 
ac 
Dec. D-3 Delica White ‘‘Modernistic’” Dec. 
Green 
Dec. D-4 Delica White ‘“‘Modernistic” Dec. 
Ecru eS 
Dec. D-5 Delica White, Onyx Decoration 
Des. i Light ed B Li 
ec. I-1 wr det cer A Digger bape Globe Design Patent No. 75630 
“ ” . 
cate - tected ener 10x4-in.—7%4-in. deep SR Td 14x6-in.—10%-in. deep 
Dec. I-3 — Ivory ‘“Modernistic” Dec. No. 928............000% 12x6-in.—9-in. deep NUN INE 565 vai5 tooo 6 acenk. arene 16x6-in.—12-in. deep 
reen a 
Dec. 1-4 Light Ivory “Modernistic’ Dec. Dee. D-2, DS & D-4 
Eeru Fixture illustrated above is 102-S-4 “Fitter 103-S-6” Fitter 


Dec. 1-5 Light Ivory, Onyx Decoration 


Write for Catalogue No. 34-D illustrating our Complete Line of Units in Modernistic Design as well 
as Plain Units for Commercial Lighting. 


KOPP GLASS, INC. 


Corner Palmer and Carrie Sts., Swissvale, Pa. 
Now doing the business formerly conducted by Pittsburgh Lamp, Brass @ Glass Co. at Swissvale, Pa. 
DISPLAY ROOMS 


Dela Croix and Monroe, Inc., 225 Fifth Ave., Phone: Ashland 2865-2866, New York, N. Y. 
N. W. T. Knott, 136 Federal Street, Phone: Liberty 6715, Boston, Mass. 


CHICAGO FaRL ADE SETA 108 ANGELES CANADIAN DENVER DETROIT St. Louis 
R. M. Peare Company, D. W. Nichols W. E. Welborne’ Wilson Illuminating Co. Laughlin Sales Co. Hawkins & Fox R. V. Hughes 
State 6623 Lombard 0208 910 So. Grand Ave. 186 Adelaide St., W. Main 1893 Cherry 1201 1709 Washington Ave. 
17 N. Wabash Ave. 629 Chestnut Street Toronto, Ont. 1420 Lawrence St. 320 Genebien Street 
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EQUIPMENT 


Automatic Waxing U 
2 Waxing Brushes 


Gentlemen: 


Please send me information, including discounts, about 
the REGINA ELECTRIC FLOOR MACHINE. 


NAME: _..........- 








STREET ______...- 





CITY 5. 
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America demand 
CLEANERS that need 


NO OiliNG 


Over a million cleaners in daily service on Norma-Hoffmann Pre- 
cision Ball bearings evidence the public’s enthusiasm for the 
“no oiling’ convenience they have made possible. 


Is the line you handle “one you never need to oil’? It should 
be—for your sake. 


NURMA~HVUFFMANN BEARINGS CURPVRATIVN 
Stamfvrd, Uvnn. U.S.A. 















in 
front! 


The “Royal Standard” 


heads the list of all Standard successes! 


Every day brings additional proof that the 
“Royal Standard” has an unusual appeal 
to the trade and the public alike. Design- 
ed from an entirely new viewpoint, the 
“Royal” embodies unusual, valuable fea- 
tures. Extremely capacious oven—18"x18’ 
x14”.—Recessed oven burners, permitting 
use of whole oven.— Combined ther- 


ELECTRICAL 





MERCHANDISING 

















mometer, temperature and time and tem- 
perature control. Automatic or non-auto- 
matic as desired.—Curved streamline de- 
sign, free from bolts, and with concealed 
door-hinges.— Unusually ample cooking- 
top, with four hot-plates.—Finished in 
white porcelain enamel of the finest quali- 
ty.—Priced to offer exceptional value. 


There is every evidence to warrant the statement that the 
“Royal”? Standard offers exceptional merchandising oppor- 
tunities. Write for full information. 


THE STANDARD ELECTRIC STOVE COMPANY, TOLEDO, OHIO 


Stanc RANGES 


“Standard quality is never questioned” 
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Standard 


—a source of supply 
for all electrical cook- 
ing requirements. 


Standard makes not only 
domestic ranges, of all 
kinds, for residential use 
(with special types for a- 
partments ) but also heavy- 
duty ranges for clubs, res- 
taurants and similar use. 
—Standard also makes 
hot-plates and griddles, 
fireless cookers, coffee urns, 
electric ovens, and electric 
water heaters. You can 
use the Standard line to 
advantage as a complete 
line, or as a supplement- 
al source of si:pply on the 
items mentioned above, in 
which a large amount of 
business is available. 


Ask us for a copy of 
catalog 16-B. 
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Wuerever you go, where congregate those 
who know electrical merchandise, the new 
Premier Complete Cleaning Unit holds the 
spotlight of preferred attention. 


More than merely two electric cleaners for the 
price of one, Premier's development of the 
Spic-Span has brought to an end the necessity 
for old-fashioned attachments.....has ushered 
in fresh opportunity to sell electric cleaners 
..... and to sell them in greater volume, at 
gteater profit, than ever before! 


If you have not learned the whole story of 


what Premier’s new sales plan means to you, 
you are entitled to the details now. Your card, 
requesting information, will bring you a clear 
and startling picture of how you can cash in 
on this great new merchandising idea. 


THE PREMIER VACUUM CLEANER CO. 


(Division of Electric Vacuum Cleaner Co., Inc.) 
Dept. 706, Cleveland, Ohio 


Distributed and serviced throughout the United States by branches 
of The Premier Vacuum Cleaner Company in all leading cities. 
Manufactured and distributed in Canada by the Premier Vacu- 
um Cleaner Co., Ltd., General Offices, Toronto. %Sold over the 
entire world, outside of the U. S. and Canada by the International 
General Electric Co., Inc., Schenectady, New York. 
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eAnother 


Forward Step 


in 


Rural Electrification! 








A manufacturer of electrified farm equip- 
ment now offers an adequate promotional 
program to Central Station Distributors. 





The Prater Pulverizer Company, manufac- 
turers of the Prater Farm Mill, announce the 
| formation of a Merchandising Service Di- 
HI vision, offering a complete merchandising 
| service to Central Stations operating in rural 
| districts. 





| The Prater Farm Mill is a small electrically 
| | operated feed mill of the hammer type, avail- 
| able in three sizes, 2, 3, and 5 h.p., either as 
| belt driven or direct connected units (with 
| | General Electric motors). 
| 

| 


























Merchandising Service Division, 


Prater Pulverizer Company, Introduced only two 
817 W. Washington Blvd., 

Chicago, Il. years ago. The Prater 
Dear Sirs: Farm Mill is today dis- 
We are interested in building our Rural ‘. ; ° 
Lead. tributed by leading util- 

Please send detailed information telling ae . 
us how the Merchandising Service Di- ities in every section of 


vision can co-operate with our Rural 
Service Department. 


(Signed) 
CLL oD) EE eee an eRe ae) ey 
(Address) 


the country. 








Prater Pulverizer Company 
Chicago 
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washers” and “world’s greatest values” 


[raster would be fewer ‘‘world’s fastest 
offered to dealers and the general public. 
























There would not be so many unsubstantiated 
superlative statements. There would be fewer 
unsupported claims. Facts would replace ex- 
travagant exaggerations. 


More washing machine advertising would be 
conservative—and more would be believed. 


Until you examine the construction details of 
the SPEED QUEEN: Aluminum Washer— 
witness actual tests—-and make side-by-side 
comparisons—the absence of exaggerations in Ba 

our advertising might lead you to think of the ‘PEED QUEENS 
SPEED QUEEN as “just another popular / 


price washer.” a 


A demonstration will show the difference. It 
will prove—feature for feature—test for test 
—that the SPEED QUEEN offers every ad- 
vantage of colorful beauty, rugged durability, 
and washing efficiency of the highest priced ma- 
chines—at a clear saving to the purchaser of 
more than $50. 


May we have that opportunity? 


Sells for FI 00 


less 








Higher West of Rockies 


BARLOW & SEELIG MFG. CO. 


Ripon, Wisconsin 











SPEED QUEEN, 


Aluminum Washer 
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Sale 


from 


OUT 
OF 


DEMONSTRATIONS 


VISIT OUR EXHIBIT—SPACES 601-603-605 
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Zand Automatic 
Dealer 


Smile: 


Frank Lamb, Automatic Dealer at Warren, Ohio, 
writes—“I used to average about one sale to every three 
demonstrations. Now I am happy to say the Duo-Disc 
has turned the tide as I am now averaging about four 
sales to every five demonstrations. I am looking to 
Duo-Disc to make 1929 my banner year.” 

Similar reports are coming from Automatic Dealers 
everywhere. 


Nation Wide “Smile Campaign” 
Wins Women Everywhere 


A most striking and unusual campaign in daily news- 
papers, reaching millions of people, with “happiness” 
as the keynote expressed in “‘real life smiles’’ is attract- 
ing nation wide attention to the Automatic Duo-Disc 
Washer. 

The invertible agitator with its ability to wash equally 
well either a few pieces or a tubful is making an instan- 
taneous hit with housewives everywhere. 


Invertible Duo-Disc— 
Remarkably Low Price— 


An Irresistible Combination 


No wonder dealers report the highest percent of 
“off the floor sales” in the history of their business. 
No wonder demonstrations are turning into’ actual 
sales at record rate! Where else will you find an 
Electric Washer with so many quality features, with 
so many exclusive advantages, with such guarantee of 
satisfactory service and at a price so easily within the 
reach of every home? 


And Priced to Retail at 


$9950 om $103 w« 


Send Coupon for Dealer Proposition 














































Automatic Washer Company wens LID 
165 W. Third St. Newten, lows Identifies 


Makers of Dependable Washers Since 1908 
Offices at New York, Philadelphia, Boston, Los Angeles, Dallas 


Cunndien: Bisetheters The ONLY Washer That Will 


Automatic Washer enrodins ee Werte Either vibe 
a | DUO-DISC Down 
utoMLatic 


fora = ricees 
Electric Washer 








DUO-DISC Up 
for a Tubful 





Automatic Washer Company, 165 W. Third St., Newton, Iowa 


Gentlemen :—Please send information about the New Auto- 
matic Duo-Dise Electric Washer. 





MUNICIPAL AUDITORIUM, ATLANTIC CITY, JUNE 3-JUNE 7 
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They’re Both Revolutionary — 



























the product and the profit 





HEN we say that the 
revolutionary new Tuec 
Sanitator offers the best 
proposition in the field of major 


appliances today, we speak without 
reservation. 











Not a detail is missing in the entire 
Sanitator proposition — a plan 
worked out with just one object in 
view—to substantially increase your 
profits. 


Never before has there been any- 
thing comparable to the Sanitator 
in wide range of usefulness. The 
unit shown in the principal picture 
cleans the whole house with a 
twelve inch swivel nozzle (NO 
ATTACHMENTS NECESSARY) 
and with suction strong enough to 
lift nineesilver dollars. 


Makers of: 


ming Pool Cleaners. 


Portable Electric Cleaners and Tuec In- 
stalled Cleaning Systems, Tuec Renovators, Tuec Swim- 


The very light motor is up out of the way 
—the right place at last. No heavy mecha- 
nism to push or carry. Perfect balance. The 
cleaning tool reaches 3 feet under lowest 
furniture—‘‘cleans under everything, saves 
moving anything’. 


Then the turn of a screw instantly con- 
verts this whole-house Sanitator into any 
of the units shown at the left—wider range 
of usefulness than ever before built into 
one appliance. 


The Sanitator pioneers a field all its own 
—Whole-House Cleaning plus Sanitation. 
It reopens the entire market with double 
sales possibilities—commercial as well as 
domestic. 


Sanitator discounts have already attracted 
many of the best distributors in the 
industry—and Sanitator profit makes it 
worth-while for any dealer to concentrate 
his greatest selling effort on Sanitator sales. 


Write for particulars today. 


THE UNITED ELECTRIC COMPANY 
Oldest Exclusive Vacuum Cleaner Manufacturers 
1300 Eighth St., N. E.. CANTON, O. 


TORONTO, CAN. 





DISTRICT 
MANAGERS: 








Unusual opportunities for 
men who can produce and 
manage Sanitator sales. 
Write fully in strict con- 

















A A 
A CLEANS UNDER EVERYTHING ~SAVES cee) 
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ISPLAY! Demon- 
strate! Sell! These are 
the three steps that bring 
appliance volume and 
profits. The Hankscraft 
Demonstrator Display 
Table, pictured at the 
right, makes it easy for 
you to take these steps. 


ir) ip i 

The display, complete 
with table, comes to you 
free with the Hankscraft 
Minimum Display As- 
sortment, ready to go to 
work selling Hankscraft 
Egg Cookers and Fairy 
Bottle Warmers in your 
store. 


) ie ‘DB 

Its 8-color beauty stops 
customers, attracts their 
attention. It arouses 
interest by showing them 
the simplicity of Hanks- 
craft operation. And it 
sells them! 


eB Ss 1B 
A tried and proven sales 
weapon, in store after 
store, this display is caus- 
ing egg cooker and bottle 
warmer sales to mount 
sky-high. It will do the Natural Color Phowgraph 
same for you. 





oe “* « The HANKSCRAFT Demonstrator Display 


Place your order today. a ; 
Remember, display, com- furnished free. with regular merchandising service and card changes to dealers 


plete with table, costs ordering the Hankscraft Minimum Display Assortment listed below at regular 


you nothing. You buy standard package discounts. 
at regular discounts . . . 


and only the minimum 6 No. 599 Egg Cookers (2 green, 2 yellow, 2 blue) 


. 9 = C ¥ x 1. », a] >» 
display assortment of 12 2 No. 5991 Keg Services (green) 
pieces 2 No. 598 Fairy Warmers (new style) 


2 No. 601 Egg-etts (green) 
i ed Net to Dealer F.O.B. Madison, Wisconsin— $44.14 
— Retail Value—$70.00 


Hankscraft Demonstrator Display Table FREE! 


The HANKSCRAFT COMPANY, Madison, Wis. 
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wee. THE 


OMPLETE L 


¥ v 


OPULAR PRICE! 


TO THE DEALER 
and DISTRIBUTOR 
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ATRIO OF FULL SIZE 


CLEANERS FOR 
EVERY PURSE 


Now, from one manufacturer, you obtain the 
complete line so essential to the present trend 
of vacuum cleaner retailing. The “Standard” 
Sweeper-Vac at $39.50 and the ‘‘Straight- 
Suction” at $29.50 tap a vast new market. 
The Sweeper-Vac ‘“‘De Luxe” meets the ever 
constant demand for a higher grade cleaner 
of greatest utility. 


THE NEW 


WEEPER-YAC 


DE LUXE 


The ‘“De Luxe” Sweeper-Vac with Ball- 
Bearing Motor has a Motor-Driven Brush 
with a .special pulsating-sweeping action. 
This model provides the exclusive Vac-Mop, 
Floor polisher and Spraying Device. 





STANDARD 5 29 50 
WEEPER-VAC 3 with 
. 14 INCH 
$39.50 retail! Not a Junior Model. The High Velocity 
“Standard” is a quality built, full size cleaner 
with Motor-Driven Brush and Ball-Bearing NOZZLE 
Motor. 
STRAIGHT 
WEEPER-VAC 
| SUCTION 


In the straight suction field this model at 
$29.50, with its 14-inch high velocity nozzle, 
is most efficient and highly attractive. Write 
today for complete trade information. 


M. 8. WRIGHT CO. 


WORCESTER. MASSACHUSETTS 


PRICES EAST OF THE ROCKIES 
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The new Laun-Dry-Ette gives you a fast wash. It also 
gives a fast sterilizing rinse and it gives faster drying. It 
gives all three in one continuous operation, without 
work. In these three facts lie the very essence of its 
marvelous new washing ability, which we believe tran- 
scends anything ever before known or now known in 
electric washing machine performance. 

The story of the new Laun-Dry-Ette is so startling 
to the trade that it almost stuns them into unbelief. 
They are incredulous. The more they know about wash- 
ing machines, the more unbelieving they are. 

They are fair in this attitude. Why? Simply because 
the new Laun-Dry-Ette now, today, does everything 
that men ever dreamed or hoped a washing machine 
might some day do. It is hard to believe that such an 








ter WASHING 


ideal machine is actually here. And it is built by the 
pioneer of all wringerless washer manufacturers. Fifteen 
years’ experience in wringerless leadership are behind it. 

The new Laun-Dry-Ette is the washing machine that 
women have hoped, longed and prayed for because it 
eliminates every sort of work in washing. It saves their 
hands. It washes even the sheerest and most delicate 
fabrics without even a chance for injury. It washes 
blankets, comforters, and other heavy articles. It is 
absolutely safe. And it does everything except hang the 
clothes on the line. 


The new Laun-Dry-Ette features 


I—Agi-Cone washing amazingly fast and thorough. Even 
neckbands and cuffbands require no hand rubbing. 


The New LAUN-DRY-ETTE 


--15 years the pioneer wringerless 
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ing that sterilizes while it rinses. This is an unusually 
fast rinse. Yet at the end the rinse water is so pure 
and crystal clear you could drink it. The rinse water 
is carried off by a separate trough and does not mix 
with the washing solution. 


3—Fast Drying. A whole tubful—whirled dry for the line 


in one minute. And with less vibration than any other 
wringerless washer made. 


Other notable features are: Single shot oiling system ¢ * All 


oiling done once a year from outside the tub » » Noth- 
ing to detach or attach » » Every part of mechanism 
accessible » » Motor mounted on a pivot, eliminating 
vibration and sound. » » Complete heat retaining 


{FAST STERILIZING RINSE 
AND FASTER DRYING ‘zc 


2—New Sani-Spray Rinsing. A new and better way of rins- 


shield « » Exclusive scum eliminating method. 

And it has a clutch without sudden starting torque. 
It does not grab or pull, but takes hold gradually as 
the motor develops full speed when it operates at full 
efficiency. This clutch prevents 90 per cent of motor 
troubles. 


We are increasing our Sales Organization 
With increasing production we are in a position to add a 
few more distributors, dealers and central stations. We 
suggest that you write, wire, or come to the factory. 

THE LAUNDRYETTE CORPORATION 

5100 Superior Ave., Cleveland, Ohio 


Does Everything except hang 


the clothes on the line 
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Clegance! 








No. B 9 


Three Way Current 
Tap of genuine Bake- 
lite. Standard colors 
Brown or Black. List 
price, 40c. each, 





50); 
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No. B 15 
Two lght socket of 
Genuine Bakelite in 
Black, Brown or color 
combinations. List 
price, 35e. each. 
<—_——- 

No. B 7 


Angle type two 
light plural socket 
of Genuine Bake- 
lite in Black, 
Brown or color 
combinations. List 
price, 35c. each. 


| / goowe2$0. 


( CATANO Sai 
BEA ER 
jt PN 
WOENUINE BAKELITE 
1 MADE ANEUGA ) 
FST TRO 





No. LA 4 


Beaver Cube Tap of 
genuine Bakelite 
makes three conven- 
ient outlets where 
there was one. Grips 
the outlet — tightly. 
Most unnoticeable 
when attached. List 
price, 20c. each. 





HERE was a time when the appearance of an 
electrical device made but little difference to 
the buyer, but.... 


Those days are past. There is now no more excuse 
for an unsightly electrical device than there is for 
a homely, old fashioned electrical fixture. 


The Beaver line of electrical devices is true elegance 
itself. Not only is the outward appearance of every 
Beaver product satisfying to the customer, but also 
the mechanical precision with which these devices 
are made, satisfies anyone critical of mechanical 
finesse. 





BEAVER MANUFAC} IT 
625-645 North Thied } S 





No. J 33 
“Finger - fitting” 
Handle Cap of 
genuine’ Bakelite, 
curved to fit the 
fingers. Beauti- 
ful color combina- 
tions. List price, 
25c. each. 





BEAVER Table Tap 


The new “Beaver Table Tap” is beautifully designed, neat and compact. 
It is made of genuine Bakelite, moulded in lovely color combinations. It is 
SAFE to use, yet priced moderately so as to appeal to the MOST people. 
List price $1.50 each. 





No. B 8 
Every Beaver product is assembled and tested with Zeaine “Bakele “Sade, 
the greatest of care. Dis-assemble any Beaver de- color” combinations, List 


price, 50c. each. 


vice and see for yourself. Compare them outwardly 
and inwardly with anything on the market. You'll 
then understand why the demand for Beaver elec- 
trical devices is increasing with leaps and bounds. 


Beaver uses genuine Bakelite to get the beautiful 
color combinations found in its plural sockets, han- 
dle caps, and table tap. Nothing else gives such , oa 
rich effects or is so good. 3 Bia, SEMWINE Ek; 


M “ 
WADE INE 


Write today for our latest catalogue and price list. 
It will pay you to feature the Beaver line. 





FAC] TURING COMPANY 
Thi-d | Street, Newark, N. J. 
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ASEYLE anc 


Ch APM that Intrigues and Sells 
(EFFICIENCY that 
Induces continued 


use and satisfaction 


ALL TYPICAL 
OF 


Roya-RocHESTER 





“GOLDEN PHEASANT’’-—Outstanding in beauty and effi- 
ciency-—A Waffle Set of hand decorated ROYALITE 
heat-proof china, matching the Casseroles, Tea and 
Electric Coffee Sets of the same popular design. 





Don’t Miss 
Our 
Exhibit 


Booths No. 313-319 





“BLACKSTONE” —The latest “Avaton”’—A recent addi- 
sensation in Electric Toast- tion to the distinctive 
ITE hand decorated Elec- ROYAL-ROCHESTER line 

of Nickel Plated Percolators. 


Vv 
A tlan tic ers. Black Ebony finish with 
° bright Chrome trim. tric Percolators. 
City 
& 


“Rep Poppy’’—The most 
recent creation in ROYAL- 











. They appreciate utility but they adore charm. In ROYAL-ROCHESTER Electric 


Women admire quality . . ; 
Appliances your customers recognize not only the finest quality and efficiency, but also the beauty and style they 


want in their own homes. 


ROBESON ROCHESTER CORP. 


Faetories and Main Offices 


ROCHESTER, NEW YORK 


“NEW YORK CITY OFFICE AND DISPLAY, 200 FIFTH AVENUE 
yy 
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The 


PEMCO 
Duplex 


45 gallon Electric Water 
Heater, ready to install. 
Tank is of ten gauge steel; 
insulation, 234” high pres- 
sure steam covering; 
thermostat, adjustable, 
well-type; element, casily 
removable; standard finish, 
light green with dark green 
trimming. All connections 
easily made at the bottom 
of. the heater. 


No \" ee0 you Can sell 
Electric Water Heaters 
as a load-building, economical, | 


domestic necessity 


"es demand for clean, convenient, safe water heating 
has brought forth tomorrow’s electric water heater—the PEMCO Duplex. 


It makes the most desirable load for Central Stations, heating with low 
wattage over a longer period. Normal wattage consumption is 1250 watts; 
but when hot water is desired quickly, it may be doubled, cutting the 
heating time in half. Both heating elements are under automatic 
temperature control. 


New exclusive patented features assure uniform temperature throughout 
the tank, prevent loss of radiation through the hot water connection, and 
give the heating element greater efficiency. 


Everything that modern electrical genius could uncover to make the PEMCO 
an economical domestic appliance has been done. You can sell it on that 
basis, and invite comparison without any misgivings as to satisfactory 
service. The PEMCO is built to last—at the least cost to you, to the user, 
and to the Central Station. 


PHILADELPHIA ELECTRICAL AND 
MANUFACTURING COMPANY 


1228-36 N. 3 IST STREET 


PHILADELPHIA, PA. 





MANUFACTURERS OF 


PEMCO 


DUPLEX 


ELECTRIC WATER HEATER 
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as West represented by the| Chrom 














This chart shows the trend of leading appliance and 
industrial equipment manufacturers towards adopting 
Chromalox embedded type heating units. Today, more 
than 90 electrical manufacturers are making their pro- 
ducts trouble-free by standardizing on patented Chrom- 
alox heating units. 


Over 150,000 Chromalox Strip Heaters are heat- 
ing cars on over 120 railways—the toughest kind of 
work! The Railway Utility Co., of Chicago is the 
sole distributor of Chromalox Strip Heaters for use 
in heating railroad and street cars in the United States 
and Canada. 
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This thoroughly modern day-light 
factory now nearing completion, 
will be devoted to the manufac- 
ture of Chromalox heating units 


REASONS: Because, as manufacturers and dealers and central station 
commercial managers will tell you, Chromalox heating units have 
definitely helped to eliminate heating unit problems. Of patented 
construction (having the resistor wire embedded in refractory) these 
Chromalox units have enabled many an appliance manufacturer to 
finally put on the market products that are trouble-free as far as the 
heating element is concerned. 


Chromalox-equipped—A Vital Selling Point 


““Chromalox-equipped”—that in itself is a definite guarantee that such 
appliances will give your customers the best of performance service. 
That’s why these manufacturers play up the fact that they use Chromalox 
units. It’s a convincing selling point. It means you won’t be bothered 
with the usual kicks and comebacks that put you in wrong with 
customers, and eat into your profits. 


What to Tell Your Customers 


When customers ask about the Chromalox units in that electric range, 
water heater, waffle. baker, electric ironer or any of the other electrical 
appliances so equipped, the story is simply this: Chromalox units are 
made by a company whose whole business is making electrical heating 
units. Then go on and tell them about the patented construction— 
resistor wire embedded under 100 tons pressure in a refractory, and 
completely encased in a metal sheath, then fired at a heat of 1500 
degrees F. That ina nutshell is why these heating units keep on working 
for four and five years at a stretch without quitting! 


Why Chromalox-equipped Products Stay Sold 


After we help with the design and proper application of the heating 
units, our work goes on. It’s our job to keep those manufacturers 
supplied with heating elements. The demand for Chromalox-equipped 
appliances naturally increased because they can be depended on to 


“perk” the coffee or cook a meal or iron the clothes . . . every time Central setts Petinsn sad 
the switch is turned on. Managers will find this 9 x 12 


folder contains interesting in- 
formation. Sent on request— 


Write for this Folder About Fast-Selling Appliances i eaiacialat eeaaennenicn 
There’s interesting information about the following Chromalox- 


equipped appliances in this 9x12 folder. Send for your copy. There’s 
no obligation! (Check the products you are most interested in). 





[_] Clothes Dryers [] Electric Irons (_] Hot Plates 

[_] Electric Ranges {_] Water Heaters {_] Coffee Urns 

(] Electric Ironers (] Health Lamps [] Percolators = 

{_] Pancake Bakers C] Incubators (] Waffle Irons a ; 


and Brooders 


Chromalox 


ELECTRIC HEATING UNITS 


Manufactured Exclusively by Edwin L. Wiegand Company, 422 First Avenue, Pittsburgh, Pa. 
SOLE LICENSEES: Canadian Chromalox Co., Ltd., Toronto, Can. ABROAD: Geo. Bray Co., Leeds, England 
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Ex. 








an | 
A Profit-Maker 





Complete 
line of 
Desk and 
Bracket 
Fans 


7 Fans for the office, fans for the 
Right home, exhaust and ventilation fans. 
In other words, a complete line for 
the dealer, and the correct fan for 
every installation. 





Flat Blade 
Ventilation 
Fans. 

12 and 16 
Inches. 


Good-looking, sturdy and service- 
free, Diehl fans sell easily and stay 
sold. They give a good breeze to 
the customer and a good profit to 


Bucket 
E | The alia 


9-12-15 
Inches. 










DIEHL MANUFACTURING CO. 
Electrical Division of 


THE SINGER MANUFACTURING CO. 


Line Elizabethport, N. J. 


Atlanta—Boston—Chicago—New York—Philadelphia 
Columbus—Dallas—Pittsburgh—St. Louis 


The Wind-0-Vent 10-inch Home 
; Ventilating Fans 








| 


Also 
Ceiling Fans 
Large Exhaust Fans it A 


Special Purpose Fans 
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Cnderson Pitte 


FOCALY PSE 
HEATERS 
are the big, 
new idea, in the 
heater business 


Wide spread of even heat from Anderson-Pitt Heaters 


No matter what your experience has been 
with other types of heaters . . . hereisa 
heater that can be sold easily for it has 

demonstrating possibilities you would 
hardly believe possible. 


radiation of all heat rays is obtained 
with a properly designed element placed 
in the correct position in relation to the 
reflector. 


It actually covers with effective heat 
rays three times as much area as the 
ordinary heater does. 


The wide spread of even heat from the 
small 12-inch heater will cover two 
people seated at a distance of six feet 

away, as shown in the illustration. 
The 14-inch reflector will similarly 
cover four people at a distance of 
nine or ten feet. 


Many Light and Power Companies 
and Electrical Dealers have proven 
conclusively that with the Anderson- 
Pitt Heater they can revive their 
heater business. This, we agree, 
is a strong statement, but we will be 
glad to prove that it and the other 
claims made here are true. 


The heater is scientifically designed 
to produce an even spread of heat 
over a wider area by definitely 


controlling the heatrays. Complete § Write for complete information. 


A DeLuxe Line in Chromium Plate 
and Colors 


In addition to the standard line Inasmuch as the efficiency of a 


_.. . of floor models, these very fine — reflector type heater is limited . 
‘heaters can now be had with the _to the heat reflecting capacity of 














brilliant and more permanent 
Chromium plated reflector, and 
with the backs and bases finished 
in the more popular two-tone 
color effects. Chromium plat- 
ing provides a more efficient re- 
flecting surface, and its lustre 
will remain without tarnishing 
or oxidizing for a number of 
years, providing the reflector is 
dusted frequently. 


the reflector’s surface, the addi- 
tion of Chromium plated reflec- 
tors to this line means that one 
can buy these heaters now with 
assurance that they are purchas- 
ing permanent efficiency. The 
Chromium plated line is finished 
in three colors: Oriental red, 
Nile green, and Marine blue. 


The Anderson-Pitt Corporation 


209-211 Goodrich Place, Kansas City, Mo. 
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Announced last |. 


EASY TO INSTALL 






ow 





























KEEPS OUT THE COLD 
SATE ITLL TS 


Showing how the Buf- 
falo Home Ventilat- 
ing Unit is installed. 
Neat, efficient, easily 
installed. Write for 
dealer offer. 


Bullalo~ + + HOME + + - | 
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month~ 


Now selling in Volume/ 


A new Idea in Home Ventilation 








O longer do American families depend 
upon open windows for the proper 
ventilation of their homes. At last 

they realize the effectiveness and value of 
mechanical devices for the elimination of 
smoke, stale air and cooking odors. 


The Buffalo Home Ventilating Unit has 
every feature for which your prospect may 
ask. A silent, smooth fan and motor, re- 
quiring iubrication but twice a year. Com- 
plete protection against cold air and rain— 
the double shutters work in tandem and snap 
open or tightly shut by the use of a single 
lever. The same lever starts and stops the 
fan. The unit fits any thickness of wall, the 
adjustment being made by only one pair of 
rods. Installation is easy, requiring only one 
hole in the wall. 


You don’t need a large stock. We keep a 
complete stock of this model at all times, and 
ship to you promptly as needed. 


RAPID SELLER The soft pearl gray 


and red make a pleasing color scheme. The 
strong assembly, quiet operation, and surpris- 
ing air suction make ready sales. A demon- 
stration of this unit is convincing. 


ONLY 50 WATTS Consumes only as 
much current as a 50-watt lamp. A real 
selling point! 


LOW INVESTMENT Comparatively 
FOR BUYERS 


A safe item to finance. 


low first cost. 


SILENT The specially designed fan is 
built to handle large volumes of air at low 
speed, resulting in silent operation and long 
service. 


i A Fine Item We want to convince you of 

This unit is selling rapidly. We want live to Push! the salability and profit in 
f dealers to handle it. Correspondence in- handling the “Buffalo” line of fans. Get 
j vited. Write. our proposition—now. 
t- ; 
d. 
s 
y BUFFALO FORGE COMPANY 

205 Mortimer St., Buffalo, N. Y. 
In Canada—Canadian Blower & Forge Co., Ltd., Kitchener, Ontario 

ae 





|VENTILATING + UNIT 
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By ELECTROVENT Com } 
New Models— 
New Features 
































Electrovent, Model “A” 


For Profitable Sales 


The new Electrovent Models have ble, brushless type motor in this field. 
features that mean easier and more The window ventilator illustrated 
profitable sales for you. They are above is easily installed in any stand- 
powered with a new, brushless type ard window. A sliding adjustment 
motor, that saves you time and makes it highly portable, and quickly 











trouble in servicing, installed in other 
and eliminates one windows in the 
of the greatest con- F home, thereby 
sumer resistances eatures— greatly increasing its 
—radio inter- Portability. usefulness. 

ference. New brushless type motor. You will find it to 

. . Two speeds forward, two 
This new motor is i. your advantage to 
an outstanding No radio interference. get in touch with 
achievement in the Moves 700 cubic feet per our representatives 
home ventilating — at Atlantic City, or 
Maximum air movement ; 5 

field. It has two atin enka, write direct for com- 
speeds forward and Maximum quietness when plete information 
two speeds reverse. wanted. and profit building 
It is the first reversi- sales plan. 











A Complete Line 


of Ventilators 
Window and Built-in Models, as well as 
Fans and Blowers for Industrial Uses. 


inc an i Alaa 








ELECTROVENT CORPORATION 





5057 WOODWARD AVENUE - DETROIT 






















Announcing 


an froner that trons every piece 
in the laundry basket—quickly 
—hbeautifully—easily. An ITroner 
so compact it fits into the small- 
est apartment, so efficient it 
meets the requirements of 
the largest home. Thoroughly 
tested. correctly designed and 
accurately made—an ideal mer- 
echandising item, permanently 
free from service. An lroner of 
such striking beauty it looks 


like a million dollars. but 





sells for less than one hundred. 


THE BEST IRONER 


IMPLEX FRONER 
Je cestinonen 


Simplex lronette 














made by the makers of the Super Simplex—to sell at 
less than $100.00—is presented to the trade for the 
first time at the N. E. L. A. exhibition at Atlanti« 
City, June 3rd, 1929. Ready for delivery September 
first. Orders will be accepted beginning August 
tenth. Write in today for details about the Simplex 
Ironette, the biggest merchandising appliance ia 
years, backed by the soundest merchandising pla:! 











<> 


Wy 


holds the undisputed leadership among fully 
automatie Ironers, just as it continues to 
hold the confidence of dealers and distributors 
and users the country over. If you are merchan- 


dising the Super Simplex you Know its profit 
possibilities, its striking freedom from service 
and the satisfaction that goes with every sale. If 
vou aren’t—write us today for facts and figures. 














48-inch Super Simplex 








































HOW CAN YOU Oe THOUT 
¥ Se 


I 





DO 'f 
WITHER [i 


THE BEST [RONER 








> 





Are you taking full advantage of the con- 
stantly growing public acceptance of the 
Ironer? It offers the greatest profit pos- 
sibilities of any major appliance today. 
And Simplex, for a quarter of a century 
the leader of the indudtry—with a line 
that covers a wide price range—models 
to fit every requirement and merechan- 
dising help which Keeps your stock 
moving rapidly. puts you in an ideal posi- 


TUL MCMC Eiht miiMmtiicmiiniuniiie 





American Ironing Machine Co., 
100 East Ohio Street, Chicago, Illinois 


Gentlemen: Just why and how would we profit by handling Simplex Troners? And if we did—what 
is that merchandising help you promise? 


Name 
Address 
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The Baby WHIRLDRY 


PORTABLE: PRACTICAL 





65 























NE year ago at the N. E. L. A. Convention, a model 
of the Baby Whirldry Washer was shown. 
j Today, many thousand Baby Sisters have profitably 
passed over the retail counters and are busy doing the wash 
in as many thousand homes. 
And at a real profit to the trade. 
Nationally advertised, nationally distributed—and a 
natural seller. 







Just in case you don’t know — 
Baspy WHIRLDRY is: 


Electrical Comes in Colors 
Portable Absolutely Safe 
Wringerless Profitable! 








Use the Coupon 
THE WHIRLDRY CORPORATION 


New Haven, Connecticut 













WASHER 


PORTABLE | PRACTICAL 


pro ved 


MONEY 





All mechanism is concealed. There is 
nothing to get out of order; nothing 
to oil. No demonstration is necessary. 
Anyone can operate a Baby Whirldry. 





This shows the spinner basket and 
the simple operating mechanism 
of Baby Whirldry. It’s fool proof. 


THE WHIRLDRY CORPORATION EM-5 
125 Munson St., New Haven, Conn. , 


Please send me complete details. 
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A Dealers Dream! 












Underneath view 

Parsee ready = 

accessibility ae 
power unit. 










-Tep view — look- : 
ing down into 
tub. ae 





Complete Power. 
Assembly—a_ run- 
ning unit in it- 
self. 


T cpa eames Ai8 


— 
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---come true / 


AVE you ever dreamed of an ideal “dealer” 
H washing machine? 


It was one that had everything—beauty and 


grace of lines—selling features—and so on. All a 
dream. 


The Graham Washer is the dealer’s dream come true. 


Mr. Geo. C. Graham was and still is a dealer. He is 
“dealer-minded.” He has been buying and selling 
washers since the first days of the industry. Long he 
dreamed of an ideal washer—Now he has made his 
dream a reality—the Graham Washer. It is not just 
another manufacturer’s product but one designed, 


developed and built from a dealer’s observation and 
experience. 





The design of this machine has beauty, grace and compactness. The pat- 
ented oscillating scrubber is entirely new and an exceptional selling feature. 
An automatic pump empties the tub in a few minutes. It is easily operated. 


Mr. Graham, in co-operation with an outstanding leader in the washing 
; machine industry is building the Graham Washer and no expense has been 
: spared to build into this machine those up-to-the-minute conveniences which 


are quickly appreciated by your customers—conveniences which place this 
machine in the quality class. 


pate Se 





3 \ 

. SPEED—The Graham Washer washes faster on account of the scrubber 
. action in addition to the thorough, water action. 

. SAFETY—Gentle washing action. All moving parts are enclosed. 

. CAPACITY—Washes eight pounds of dry clothes at a time. 

. WRINGER—Simple, efficient, dependable. Equipped with the highest 

10 Reasons grade rubber rolls obtainable. 

f . COMPACT—AIl working parts enclosed in one unit. 

or . SANITARY—Vitreous enameled tub—always clean 


GRAHAM 7. OILING—Oiling is automatic. Oil only once a year under ordinary 
' household use. 


SUPERIORITY 8. AUTOMATIC PUMP—Special Graham feature—empties tub in two 
minutes. 
9. CONVENIENT—No complicated parts to watch or handle—easily 
operated. 
10. BEAUTY—Gray enameled tub—with aluminum trimming—truly delight- 
ful in appearance. 


bh wh j= 


Nn 




















COUPON 


GRAROE Inc. _ || cearos, 1. 


Dayton, Ohio 
Dayton, Ohio 





Gentlemen: 


Please send full information regarding 
Graham Washer including prices and dis- 
counts. 











Check your classification 


0 Distributor 0 Dealer 
CJ Factory representative 
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“Ethan Allen” 

by Larkin G. Meade 
at Washington, D. C. 
National Hall of 
Statuary in the Capitol 


HOOVER 


LEADERSHIP 


is as Outstanding in the maintenance 
as it is in the production of electric 
cleaners; for example... 


The Hoover is serviced by the finest service 
organization in the electric cleaner field 


THE HOOVER COMPANY, NORTH CANTON, OHIO 


The oldest and largest maker of electric cleaners. The Hoover is also made in Canada, at 
Hamilton, Ontario 
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Quality 





BRING AN AVA- 

LANCHE OF ORDER 
FOR THE NEW 
EUREKA SPECIAL 





The New Model Grand Prize 


UREKA 


VACUUM CLEANER 


SPECIAL< 




























0 


Address 


// 


A NAME/ 





< 
o 
















We are 

©) interested 
in the new 
Eureka Special, 

and desire anin- 
terview with your 
district manager in 


this territory. 


Name 























STAND-BY* 7 One who, or 


that which, stands by one in need; 
something upon which one relies for 


constant use. 
ACCORDING TO WEBSTER 


“Will we have it fixed pretty soon, Grand-Daddy?” ‘You bet! And then when the Good Ship puts 
out to sea again, it will become a Pirate Craft, with Grand-Daddy as the Pirate Chief—and finally will 
come back to the home port laden with gold and jewels. And when the little boy becomes a big man, 
he will find that this pirate loot is forever locked in his treasure chest of dreams. Yes, indeed .. . 
Grand-Daddy was a good “‘fixer’”—one of the good, old *stand-bys of your boyhood, and mine. 


The electric heating device industry has its old *stand-by, too, in Chromel. For 23 years, this origi- 
nal of the nickel-chromium resistors has helped to make heating-devices dependable. When you sell 
devices that are equipped with Chromel, you can do it with the same faith that you have in an old, 
*stand-by. For technical data on Chromel, ask for Catalog-FM. 


HOSKINS MANUFACTURING COMPANY 
4445 Lawton Avenue, Detroit, Michigan 
NEW YORK CHICAGO CLEVELAND BOSTON SAN FRANCISCO 
Canadian Representative: Hiram Walker & Sons Metal Products, Ltd., Walkerville, Ontario 


| 
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THE DAWN OF A NEW 
SALES OPPORTUNITY IN 
ELECERICAL 
MERCHANDISING 


EVEREADY SUNSHINE 


LAmpPs AND CArsons 


Visit our exhibit at the N.E.L. A. Convention 
at Atlantic City 


Booth Nos. 310 and 312 


also at 
Hotel Shelbourne 
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NEW LIFE FOR MAN 
NEW LIFE FOR SALES 
NEW LIFE FOR LOAD 


THE EVEREADY SUNSHINE Lamp is a new 
appliance to sell—opens a field where 
saturation doesn’t exist. 

From the first it has had ready accep- 
tance, and is now feeling a powerful 


demand. 


It stands high as a load builder, and the 
excellent margin makes an exceptional 
profit builder. 

Pure, natural sunshine is the gift of 
life. Without it, man, beast and plant 
could not live. Cut short on it, man can 
live, but with lowered vitality, as indi- 
cated by mounting death rates in winter. 

The Eveready Sunshine (Carbon Arc) 
Lamp gives the nearest possible duplicate 
of natural sunshine, according to the U.S. 
Bureau of Standards. 

It is needed by everyone—at all seasons 
—because few can obtain unobstructed 
sunlight. 

The invigorating effects its life-giving 
rays produce are being made familiar to 
the entire nation by intensive national 
advertising. The medical profession has 
recognized its value. 

The fundamental principle laid down by 
Finsen 36 years ago has in the Eveready 
Sunshine Lamp been brought to perfee- 
tion and safety. Ethical medical practice 
places no obstruction to its use in the 


home. 
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ABSOLUTE SAFETY—convenience—ease of operation 
are characteristic of the Eveready Sunshine Lamp. 

No matter how unskilled the user, he cannot even 
cause himself or anyone else discomfort. 

A special filter removes everything but natural 
sunshine—a hinged screen door prevents access to 
carbons while burning. Opening the screen door to 
put in new carbons automatically breaks both sides 
of the circuit. Impossible to get a shock. 

Time clock which is easily set from 1 to 30 minutes 
prevents over-exposure—the user doesn’t even have 
to stay awake. 

Clamp adjusts height—low center of gravity and 
wide base make tipping of the lamp extremely 
unlikely, even at extreme height. 

Distinctively modern in design and appearance. 
Reflector is non-tarnishing, chromium plated. 

Rolls over the floor easily on ball casters. 

Beautiful—safe—efficient—this is a lamp you can sell. 
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HERE IS A PLAN THAT ASSURES 
CERTAIN PROFITS FOR THE DEALER 


Eveready Sunshine Lamps will be sold direct 
to dealers 


NATIONAL CARBON Company, Inc., will sell Eveready Sun- 
shine Lamps direct to the dealer. You will have the tre- 
mendous power of National Carbon merchandising meth- 
ods and experience backing you in every sale you make. 

You will like the new Eveready Sunshine Sales Plan. 
It is simple, direct, forceful. It completes the policy of 
selling direct to the dealer, and working with the dealer. 

The direct dealer proposition is made to increase your 
profits. It will increase your turnover by taking advan- 
tage of up-to-date, proved merchandising methods. 

The Eveready Sunshine Franchise means a clear road 
to new profits in a market so new, so vast, that even the 
cream hasn’t been touched! 

Write us—or wire us now for our Direct Dealer Propo- 
sition! Tear off the coupon below. 


Mail to NATIONAL CARBON COMPANY, Inc., Carbon Sales Division 
Cleveland, Ohio 


Unit of Union Carbide PORN and Carbon Corporation 
x MQ 




















FOR PROFITS AND AN ASSURED BUSINESS SEND THIS 
COUPON IN NOW! 
Gentlemen: Please send me without further obligation your 


Direct Dealer Proposition on Eveready Sunshine Lamps and 
Carbons. 


Name__ 
Address 
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7 ITH the Pep+ Motor selling at $87.50 
\ ¥ (Retail) you can welcome competitive 
demonstrations and win them with ease. 


No screwing to floor is necessary. No hold 
down straps are needed. It is complete with 
cast iron stand and base, with rubber mat, as 
illustrated. 


It has three-stroke adjustment. TWO BELTS. 
Built in G. E. Switch. Special G. E. Motor. 
Finished in Du Pont’s Duco. 


Values equally as good are offered in the 
whole line of Pep Motors. Prices range from 


$62.50 to $160.00. 


Only a few features can be mentioned here. 
Full information will be mailed to you upon 
request. 


PEP+MOTOR MANUFACTURING CO. 
1309 Grand Avenue, 
KANSAS CITY, MO. 
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HE lure of the great out-doors is calling these days. 

Bronzed golfers tackle Old Man Bogie. The tide 
of humanity is surging to seashore, lake and mountain. 
And over all the summer sun shedding its tonic ultra- 
violet rays. 


Not so long ago people crammed their taste of sun- 
shine into the few brief summer months, but now they 
are’ having ‘sunshine all the year, right in ir own 
homes. The healthy: tan of summer-is easily available 
all fall and mid-winter for the public has learned that 
ultra-violet rays ca nbe produced at any time in the 
privacy of their own bedrooms. 


What concerns them most is the selection of the most 
convenient and reliable type of sun lamp—for they are 
sold on the idea of home sunshine. Naturally they still 


seek the open air and summer exercise, but what a rare 
opportunity for you this fall to sell “year-round sun- 
shine” as produced by the dependable Home Model 
Alpine Sun Lamp. 


Handling the Hanovia Lamp settles the question in the minds 
of your customers, for even before inspecting it on your floor 
it has been presented in a sound and ethical manner. 
Through extensive national advertising, the true facts _are 
placed before your customers, misunderstandings are elimi- 
nated and the decision as to type left squarely in the hands 
of your prospects. That they choose the Alpine Sun Lamp 
is entirely logical, for they weigh it strictly on merit. They 
are not confused by extravagant claims. They see in the 
Hanovia Lamp the most convenient means of securing ultra- 
violet rays. They are sold on its dependability, the scientific 
principle behind it and on the company that makes it. Such 
confidence simplifies selling for = and protects you from 
“kick backs” at the detriment of prestige. - 


Prepare now for a steady flow of business. 


ANOVIA CHEMICAL and 
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See The 
Alpine Sun 
Lamp at the 

N.E.L.A. Convention 
Atlantic City— 
Booths No. 352 

and 354. 








bes one type of product that requires no servicing 
once the sale is made, hence no drain. 


Remember this: We are the originators of the ultra- 
violet lamp in this country and originators of this type 
lamp for commercial home use. Quartz mercury vapor 
arc lamps, as typified by the Hanovia Alpine Sun and 
Kromayer Lamps have been used in the private prac- 
tice of over a hundred and fifty thousand physicians. 
They are known and accepted all over the world. 


1 | MEG. CO., Newark, N. J. 
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The 
- one lamp 
every customer — 
can afford © 
tobuy | 





ROBERTSON 


CARBON ARC 


Sunlight Lam 


The public is buying Health Lamps. Naturally your customers are influenced by price as well 
as quality and dependable operation. They are seeking the sunlight lamp that requires only a 
moderate outlay of money and meets every requirement with greatest convenience. It must 
be thoroughly efficient in every respect and reasonably priced. 


This combination is met in the Robertson Carbon Arc Sunlight Lamp. It will sell rapidly 
among dealers who grasp the opportunity to handle it in protected territories, because its quality 
and efficiency are unexcelled by any other lamp even at several times the price. 


The Robertson Home Model Lamp is adjustable to all treatment positions, has telescopic stand 
and easy tilting joint; it has semi-automatic carbon feed; it is packed in a carton and is supplied 
with 50 carbons, 10 feet of cord and plug, two pairs of goggles and book of instructions. 


Physicians and hospitals have used our therapeutic lamps for a 
quarter of acentury. They know their value in actual practice. 
The public knows their value, too, through our national advertis- 


6 

ing and will buy in quantities at the attractive retail price of Priced to retail 
$60.00, in which there is a good profit for you. Get the facts today. e 

profitably at 

ere 


oa oh 2 


... Leo. F. Robertson, ie. 
te va, 536 West 22nd St., New York 
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%, lay CARBON ARC HOSPITAL LAMPS 
“hoy z (~ ¢ Va \ INFRA RED LAMPS 


**e,, Osa RADIANT LIGHT 


AND HEAT LAMPS 
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DIAMOND. AN, 
EXERCISERS SWAN, ly, 


AMERICA’S GREATEST 


VALUES APPLIANCES 


Model 47— 
$47.00 


Lowest priced 
full powered 
exerciser on the 
market. 


— G.E. Motor 
1/6 hp. 


Rotary motion, variable strokes 





DIAMOND 
ULTRA-VIOLET 
TWIN-CARBON 

ARC LAMPS 


Table Model like above 
$34.75 


The price is the lowest. The 
mechanism the best. No springs 
to get out of order, automatic 
carbon feed. Weighted carbon 
lift. Uses four 8-MM carbons. 


Floor Pedestal Model 
$42.75 


Big discounts 





Model 79—$79.00 





Diamond Appliance Co. 
South Bend, Ind. 








COUPON 


DIAMOND APPLIANCE CO. 
South Bend, Indiana. 


Please send details including agency plan. 


Check your classification. 








(0 Jobber () Dealer [] Factory Representative 


Model 119—$119.00 
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Note: The generous dis- 
count we offer cannot be 
revealed here—we’re sav- 
ing the big news for those 
who write or wire for 


full information. fa : 
reel 








EXERCISER 
REDUCER 


agama ~ ta dh 


EALERS ... JOBBERS ... AND CENTRAL 
D STATIONS . . . here is a pedestal type exer- 
ciser with permanent base for which you will 
find a large waiting market and a “right now” 
demand. 














An exceptionally high grade machine... 
priced very low ... it is made by a manufac- 
turer who has built an excellent reputation for 
making fractional hp. motors. 


The user is assured that the same high grade 
workmanship and material for which Galvin 
motors are noted . . . is built into the Galvin 
Exerciser-Reducer. 





Complete as illustrated with wide and narrow 
belts, muslin cover for wide belt, and set 
of aluminum hand holds. Special casters 
mounted in base makes it easy to roll 
machine out of the way. Eccentric housing, 
with four adjustments, is powered by a 4 
h.p. Galvin Motor. Beautifully finished in 
multicoated crackled lacquer. 


GALVIN ELECTRIC MFG. CO. 


3314-20 South Broadway, St. Louis, Mo. 


Write or wire now. We'll rush you our propo- 
sition giving price, selling plans, and your big 
generous profit. 
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NEW 
Model B 


$ a 2.50% 


(Pedestal Extra) 
*East of the Mississippi 





ot built to sell at the lowest price— 
Savage Health Motors are built to stay 
sold without service! 


very sale of a Savage Health Motor means 
a real profit for the dealer—and Savage 
advertising and sales co-operation. 


eads people to Savage dealers not only 
for Health Motors, but for other profit- 
able merchandise. 


t the N. E. L. A. Convention 
be sure to see the Savage Line— 


Spaces 342 - 344 - 346 - 348. 


SAVAGE 


HEALTH MotTror 


Exe€aciser Anno REDUCER 


This latest product of the Patents applied for by J. G. DeRemer 

—. Arms a. = Distributed by 

<a c os ‘om Savage Produets Distributing Corporation, Dept. M-6, Utica, N. Y. 
trol, wide and narrow massage A produet of 


belts, washable slip-over cover. ° ‘“ = 
With or without mount. Savage Arms Corporation, Utiea, N. Y. 
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An Outstanding Product 
A SOUND PROGRAM 
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‘ 
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Outstanding 
Sales Points 


The only exerciser with 
two speeds and instan- 
taneous stroke adjustment 
with all danger points en- 
closed. 

Richly finished in two 
coats lustrous black por- 
celain enamel, nickel 
trimmed. 

Needs no anchoring. Gen- 
uine birch veneer floor 
board beautifully finished 
in color, folds back when 
not in use. 

Equipped throughout 
with S K F ball bearings 
packed with hard grease. 
No oiling except motor. 
Dependable Westing- 
house motor. 

Equipment includes spe- 
cially designed wide and 
narrow applicator belts 
and two hand grips. 





















































































IUustrating 
Folding 
Oar 

Feature 














No OTHER health device is like 
Zylarator. For over a year Zylarator 
engineers and field specialists have 
labored with a singleness of purpose 
to make Zylarator an outstanding 
product —a product that would lend 
itself to a sound program of mer- 
chandising. 


Zylarator is built in a modern factory 
on a modern production basis that as- 
sures uniform high quality at the 
lowest price consistent with marketing 
expenses. 


Direct responsibility for the sale of 
Zylarator is centered with distributor 
—dealers who enjoy liberal co-opera- 
tion in local advertising, an ample mar- 
gin to sell both direct and at wholesale 
and exclusive county territories. All 
policies are predicated upon actual 
field conditions and not upon theoret- 
ical conditions, 


Established firms or individuals seeking a 
profitable permanent sales franchise for a 
product of this character should write, or wire 
immediately for details. Qualifications given 
in first communication will bring a prompt, 
thorough reply. 


THE ZYLARATOR CORP. 
DETROIT - + =; - Ot & 
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Courtesy of Borden Farms Products Co., Inc. 
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Electric Sun Light for Health 


is here to stay 


Every new building, smoke stack and automobile interfers with sun 
radiation and particularly, the one millionth part of it....the vital 
ultra-violet rays. It is this one millionth part that produces Vitamin 
‘“‘D”’ so essential to the assimilation of iron, phosphorus and calcium in 
the blood of the human body. Without these vital minerals, resist- 
ance against disease is lowered and rickets, tuberculosis and skin 
diseases become prevalent in children,—and in adults, nervousness, 
irritability, physical and mental deficiency flourish. 


After years of research and development it is now possible to create 
man-made sunlight. The L & H SUPER-SUN does just that. It 
puts at the command of everyone all of the beneficial characteristics 
of the sun itself. Installed any place where there is 100 to 250 volt 
lighting circuits—DC or AC (any frequency), it brings to the user 
the effectiveness of the outdoors on a bright sunny summer day. 


What a market L& HSUPER-SUN 


offers you ! 


Private homes, physicians, schools, apartments, hotels, houses, beauty 
parlors, factories and offices are potential purchasers of this new man- 
made sun—the L & H SUPER-SUN. 


Apartment houses with northern exposures can be equipped with one 
such lamp in each apartment thereby providing the benefits of a 
southern exposure and increasing the rental values. 


Factories and offices, may be provided with rest rooms where the 
exposed body may be radiated for 10 minutes each day, paying 
enormous interest on the investment in increased physical and mental 
ability of the employee. 


Thousands of private individuals have already equipped their homes 
—physicians are prescribing regular periods of exposures for their 
patients. The whole world is agog with the news of the remarkable 
benefits to be derived from man-made sunshine. 


Such is the tremendous market awaiting for alert dealers and central 
station commercial departments. 


With the L & H SUPER-SUN you will sell these prospects—and what 
is more keep them sold because of the great satisfaction it renders. 
Every sale is clean profit, no after sale servicing to eat up your profits. 


For the Central Station this is a new off-peak load—requiring no new investment. 











Man has created a Sun! 
Beautiful ~ Safe — Efficient — 
The L & H Super-Sun!!! 























Sparkless - Fumeless - Smokeless - Odorless 


The L & H SUPER-SUN is the only Radiant Energy lamp send- 
ing its rays in two directions for the radiation of two or more 
persons at the same time. It is safe because its radiation is 
guaranteed to be limited to equal the sun-spectrum and goggles 
are not necessary. 


For the Technical-Minded 


The U. S. Bureau of Standards has determined that a high voltage 
pure carbon arc enclosed in a globe made from special glass creates 
and transmits the equal of pure sunlight in both quality and quantity 
at a distance of 1 ft. from the arc. 


The most necessary portion of the sun’s spectrum for the assimilation 
of minerals is but one millionth of its visible spectrum—that part 
called vital ultra violet of from 2900-3113 Angstrom Units. 


It is this vital part in addition to the balance of the entire sun’s spec- 
trum (2900-22,000 Angstrom Units) which is generated by the L & 
H SUPER-SUN. 














Specifications 


Current—AC or DC 

Cycles—15 to 133 

Voltage—100 to 125 (also made for 200 to 250) 
Amperes—normal 10, maximum 15 at starting 
Fuse-capacity—15 amperes 

Shipping weight—S50 lbs. 

Net weight—28 lbs. 

Height—minimum, 58”, adjustability, 11” 

Floor space—14” x 14” 


Operates 15 hours without carbon-adjustment and one 
pure carbon lasts 25 to 30 hours. 





The high voltage arc, being enclosed in a special 
glass globe, consumes the oxygen shortly after 
starting, increasing the life of one carbon from 
2% hours to 30 hours and prevents radiations 
shorter than 2900 A.U. The current consumption 
is only 1100 watts per hour and the carbon cost is 
less than lc. per hour. Lamp requires no atten- 
tion but once every fifteen burning hours and the 
normal health treatment requires minimum 10 
minutes, maximum 40 minutes. THE ENTIRE 
WATTAGE CONSUMED AT THE TERMI- 
NALS IS TRANSFORMED INTO RADIANT 
ENERGY. 


A ready market awaits the alert dealers who sell 
L @ H Super-Sun Lamps 


The market has been made for you. The 
public, the world over, is thoroughly conscious 
of the benefits to be derived from man-made 
sun-light. Dealers everywhere will crystalize 
the general interest of their customer’s into 
actual profit producing sales by displaying and 
selling L & H Super-Sun Lamps. Central 
Station commercial departments, too, will 
reap two way profits by selling L & H Super- 
Sun Lamps—the profit on the lamp itself and 
the benefits of the great off-peak-load it builds. 


To the alert dealer, the L & H Super-Sun 
Lamp brings a truly unusual opportunity. To 


J. HENRY HALLBERG, Pres. 


sell one, is to make a clean profit—and a well 
pleased customer. 


The beauty and modern coloring of L & H 
Super-Suns make them welcome in the most 
tastefully decorated home. Their attractive- 
ness will make every sale easier. 


We are building the dealer organization to 
merchandise L & H Super-Suns now. It will 
be formed in a most ethical manner. Dealers 
who are looking for the “‘unusual’’ will profit 
by writing for full details of our merchandising 
plans and advertising helps. Do it today— 
tomorrow may be too late—write to 


PAUL LUCKENBACH, Vice-Pres. 


LUCKENBACH & HALLBERG, Inc. 


29 West 57th St. 


NEW YORK 


Phone: Plaza 2690 
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HEN we announced the Holmes Electric- 

Refrigerator we expected that its super- 
iorities would gain prompt recognition from 
buyers. But what has happened has so far sur- 
passed our expectations that we must ask you 
to be patient. 


A tremendous popular demand for the Holmes 
has sprung up, almost overnight, in every sec- 
tion of the country. Orders have been received 
in an increasing volume. All estimated quota 
figures for the year have proven far short of 


the actual demand. 


To Holmes distributors and dealers, who—for 
the momert—find that their sales keep a little 
ahead of supply—we urge patience. Meanwhile, 
please remember that a continuous popular 


demand is the stuff that success is made of. 


You will always be glad you chose to handle the 
Holmes. Holmes Products, Inc.,205 E. 42nd St., 
New York City; 

Works: Bridge- 

port, Conn. —S = 
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ELECTRIC REFRIGERATOR #6 









Holmes Electric 
Refrigerators are 
available in five 
attractive house. 
hold models. 
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NOTHER 


TOWARD PERFECT — 


Galax will be displayed for the first 
time at the NELA Convention, Atlantic 
City. See it at the Macbeth exhibit, 
Space 220. 





Reg US Pat. Off. 
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STEP 


ENCLOSING GLOBES OF 


GALAX 


AN ENTIRELY NEW IDEA IN 
ILLUMINATING GLASSWARE 





GALAX— the newest product of Mac- 
beth laboratories. An illuminating 
glass developed especially to meet 
the demand for highly efficient, semi- 
indirect lighting. 


GALAX semi-indirect, dust proof en- 
closing globes possess the advantages 
of high efficiency, low depreciation 
and easy maintenance. 


GALAX is unique in the field of illumin- 
ating glassware. A single piece en- 
closing globe of homogeneous glass, 
dust proof, semi-indirect with white 
reflecting, glareless bottom and slight- 
ly diffusing top of high transmission. 





Macbeth-Evans 
Glass Company 


CHARLEROI, PENNA. 
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Speaking »/Making 


Estimates «Figuring 


Profits-Suy:, 


vA Oppenheimer 


ADVISE every electrical dealer and electrical contractor 
to get his name conspiciously identified with the grow- 
ing demand for Ilg Ventilation. Every store, office, work- 
shop, restaurant, public building, home, etc., is a prospect 
—a cash sale plus a substantial profit on materials and labor. 


I have been making money fcr twelve years recommending 
Ilg Electric Ventilators. As an example, I recently submitted 
an estimate of $257.84 for furnishing and installing two units. 


It took twelve hours to do the job and 
my net profit was $61.62. 


Every merchant and contractor will ap- 
preciate doing business with the Ilg or- 
ganization. They havea golden rulesales 
policy that respects established trade re- 
lations and protects trade prices. Take 
my advice — look into this Ig Electric 





ING 147 


















Mr. Oppenheimer ts one of the 
hundreds of ‘‘Jlgmen’’ who | 
have found that the sale of an 
Sle Electric Ventilator includes 


a substantial profit on materials 
and labor. 








the attached coupon. 





Ventilation market. Sign and mail OLED Mo 


—_ Address tt as follows: ay 

=n ILG ELECTRIC ¥& 
(Shy VENTILATING N 
ee COMPANY 
« ie Ei £7 2874 pal a 


CHICAGO, ILL. 


No fumes or gases in this garage. It 
is safely and economically ventilated 
with ILG Electric Ventilators. 








One ILG Electric Ventilator 
or makes this bank a delightful 
place in which to work. 


An inviting basement store correctly 
ventilated with ILG Electric Ventilators. 


oN 


yS 


y, 

wy e <8 
for Offices, 
Stores, Factories, 
PD Restaurants, 
“WS E ‘ Theatres, Public 
<4 Ox Buildings, 
‘Nn Na Homes, etc., etc. 








THE ILG ELECTRIC VENTILATOR iS 

the only one made with a fully 

enclosed self-cooled motor — 

made, tested, sold and guaranteed 
as a complete unit. 























Cc 4 &y 4 U 4 P 4 a « N 
ILG ELECTRIC VENTILATING CO. 
2874 North Crawford Avenue, Chicago, IIl. 


Without obligation send me the new Ilg Dealers Manual and I 
information about your Special Window Display Offer. 


Name See eee ee on 


Full Address 





My Jobber’s Name is 
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Withcrystal top and Gen- 
co bottom, gives 75% light 
up and 25% light down. 











Crystal top, Genco bot- 
tom, aluminum reflector 
and boliom capgives 95% 
light up, 5% light down, 
low surface brightness 
and a luminous bowl. 


a 


= 
| 
acon 

Genco top and Genco 
bottom gives 60% light 


down and 40% up, direct 
lighting. 





— 
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= Glass held securely for b 
cleaning or relamping. | 
_ Toclose, pushupbottom. | 
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EW IVANHOE*SEUCLID” 


One standard fixture—one band—in 
eight distinct lighting combinations 


OMBINED direct, indirect and totally direct 

lighting are made possible in one fixture by 
simply changing the combination. 

The new “Euclid” fixture comes to you with 
the following outstanding points: 


1. It is easily installed. 

2. Shows an extraordinarily low maintenance 
cost, because easy to clean, minimum 
breakage. 

3. Easy to lamp. One man can do the job 
without taking any chances. 

4. Amazing flexibility and adaptability. 


To change this fixture from direct to indirect, 
you simply change the glass. By changing the 
glass, various combinations—as noted in the panel 
on the side—three very attractive and specific light- 
ing effects are provided. 

With this fixture, the architect or building owner 
can furnish any kind of lighting wanted for any 


area. 
It appeals instantly to these two groups because of 
its economic features and its practical advantages. 
With one fixture, standard for any building, 
they can have light that is most pleasing from a 


utilitarian or decorative standpoint—the light that 
is best suited for the work to be done in the area. 

The “‘Euclid’”’ may be had with the two modern 
styles of glassware illustrated at the top and either 
style can be quickly adapted to any of the various 
combinations shown. 

Special attention is invited to the collapsible 
holder for relamping or cleaning. Both top and 
bottom bowls are held securely. One man on a 
ladder with a sponge and rag can do a quick job 
without risk of letting the glassware drop. 

Hither shape of glassware lends itself to modern 
decorative ornamentation. 

This new fixture will be welcomed as one of the 
most modern, practical and artistic contributions 
to commercial and office building lighting that 
has yet been offered. Of course, it comes from 
Ivanhoe. 

‘Your jobber will be able to supply you; quote 
you prices; show you samples and show you the 
unit in all its beauty and practical efficiency. 

Get in touch with him. If you do not know his 
name, write us. Or for further information, write us. 


IVANHOE DIVISION of THE MILLER COMPANY 
5716 Euclid Avenue, Cleveland, Ohio 
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WENTY-FIVE years ago, in June, 1904, in his little workshop in 
Ontario, California, a man invented an electric iron with the hot 
point which has become so famous—the original Hotpoint Iron. 

Since that time over nine million Hotpoint Irons have been sold to the 
public. The name Hotpoint now means a complete line of electrical 
appliances ‘of which over two million are sold every year. They have 
yielded millions of dollars profit to dealers who sold them and have added 
equally great sums to the annual revenue of central stations. 

This great leadership in sales has been the result of outstanding design, 
quality, merchandising and advertising. From its early beginnings, 
Hotpoint has maintained a continuous and ever-increasing program of 
national advertising. The result is that Hotpoint is the one trade name 
that is instantly associated with electrical appliances. 


It is the world’s fastest selling line. 


ities, sea cee 


To celebrate this twenty-five years of leadership in the electrical indus- 
try, Hotpoint is sponsoring a Silver Anniversary Jubilee during the entire 
month of June. Hotpoint dealers and electric service companies through- 
out the country are joining with us in this celebration by displaying and 

merchandising the two great offers we have made available. 

We take this opportunity of thanking the electrical industry 
for its help in making this Twenty-fifth Anniversary Celebra- 
tion a great success. | 


Join us in the Hotpoint Jubilee Program on the General 
Electric Hour over 42 radio stations associated with the Na- 
tional Broadcasting Company on Saturday evening, June 8, 
at 8:00 o’clock Eastern Standard Time. 


EDISON ELECTRIC APPLIANCE CO.. INC. 


5646 West Taylor St., Chicago, III. Factories: Chicago, Ill., and Ontario, Calif. 
A GENERAL ELECTRIC ORGANIZATION 


Chicago New York Boston Atlanta Cleveland Charlotte Kansas City Denver 
Dallas Salt Lake City Seattle Portland Los Angeles San Francisco Ontario, Calif. 


1904 . A QUARTER-CENTURY OF LEADERSHIP . 1929 
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Bakelite Molded Devices made by United States Elec. Mfg. Co., New York 


Why Bakelite Molded became standard 


for wiring devices 


Superior in strength to the materials formerly used 
for wiring devices, Bakelite Molded has enabled 


-manufacturers to produce sockets, multiple plugs 


and other devices in compact designs—replacing 
the cumbersome construction of old styles. A 
splendid example of this improved design is seen in 
the Bakelite Molded appliance plug with built-in 
toggle switch, one of the group shown above. 


In addition to the usual brown or black Bakelite 
Molded, many of these devices are furnished in 
combinations of mottled colors. These colors are 
in the material and do not wear off like surface 
coatings. The lustrous finish, acquired in the 
mold, is lasting and is not dimmed by time or use. 


The high insulation value of Bakelite Molded is an 
outstanding characteristic of this material. Un- 
affected by atmospheric temperatures and humidity, 
Bakelite Molded will not deteriorate and retains 
its insulating properties through years of service. 


Throughout the electrical industry the trade-mark 
Bakelite has been associated for years with the 
production of quality devices and appliances. 
Articles bearing this mark are more easily sold. 
For your convenience, we have prepared a list of 
wiring device manufacturers using Bakelite Molded, 
and upon request, we will be glad to send you this 
information. 


BAKELITE CORFORATIO 


247 Park Avenue, New York, N. Y. 


BAKELITE CORPORATION OF CANADA, LTD., 


AKELITE 


TTT “U. 8. PAT. CC A a aS Saree al ene 


a a ee ee 


THE MATERIAL OF 


rade Mark and Symbo! shown above may 


Chicago Office: 635 West 22nd Street 
163 Dufferin Street, Toronto, Ont. 


A THOUSAND USES 


be used only on products made from materials 


by Baste Corporation Under the capital ""B “B” is the numerical sign for infinity. or unlimited 
of Bakelite Corporation's products.” 


Banat om 
quantity It symbolizes the 


infinite number of present and future uses 
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pend / 30 seconds 


to learn about the greatest socket | 
improvement in [D> years | 
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See why this new Hubbell Pull Socket has 
a smoother action. .anda longer life 


le mechanism to wiring terminals every detail of this 
new Hubbell Pull Socket is radically different. Every 
part has been entirely changed or greatly improved. The 
resulting better performance you will fully appreciate the 
instant you pull the chain. 

A much smoother, more positive action is attained with a 
completely new ratchet mechanism. Embodying amazingly : 
few parts which operate in the simplest possible way, this ' 
mechanism also insures a long, trouble-free socket life. 


Simplified Mechanisms Made possible by the simplified mech- 


Complete-stop Action 
Shown above, at left, isthe new . 2fism is the new complete stop action of 


At right, above, the ratchet and 


mechanism of extreme simpli- ratchet and chain. This feature eliminates chain is shown brought to 
city. Note: one-piece porcelain a cause of short-circuits and trouble. complete stop when chain : 
body; one-piece metal com- 


la reach let. N 
Many other advantages are offered by cr ee ype oO 
mutator contact forming center 


‘ P danger of pulling too hard on 
lamp contact. Compare this this new Socket. Inspect it—we will the ratchet. No danger of chain 
mechanism with an old socket. send a sample and detailed information. pulling loose. 


HARVEY HUBBELL INC., BRIDGEPORT, CONN. 


HUBBELL /x// Socket 
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Substantial increase in gross 
operating revenues .... in 
the number of customers added 


to the system .... in connected 


load... 
energy sold... 


. in kilowatt-hours of 
- in extensions 
to the physical plant . . . . these 
are the milestones marking our 
progress during the past year. 
Progress has also been par- 
ticularly exemplified in the ad- 
dition of the Conowingo hydro- 


CONOWINGO 
Second Largest Hydro- 
electric development inthe 
United States 





PROGRESS 





THE PHILADELPHIA ELECTRIC COMPANY 


electric plant to our system... . 
it having been in operation since 
March Ist, 1928. 

A reduction in_ residential 
rates, effective June 15th, 1929, 
amounting to $900,000 annually, 
and affecting more than 92% of 
our residential customers, is the 
. this 
being the fifth reduction in rates 
since 1922. 


final mark of progress... 
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It Stands I nvestigation ! 


Mechanically correct in construction—powered by a repul- 
sion induction motor (instead of a split phase type) you 
know that service costs are bound to be low. 

Beautifully designed and finished, you know it will carry a 
strong appeal to your customers. 


Requiring no anchoring and no installation but to plug in the 
light socket, you know it will give added satisfaction to your 
customers and mean a saving in initial profit for you. 

Because the Healthizer stays sold—because servicing is reduced to 
minimum — because there is a big profit for you — because it is 
backed by a real merchandising plan and built by a responsible 


electric motor manufacturer, you know it will increase your sales 
volume tremendously. 


Leading Central Sta- 
tion Syndicates, Job- 
bers, Department 
Stores, Specialty 
Dealers and Hardware 
Stores are featuring the 
Master Healthizer be- GIVE DIRECT PULL OVER A 
TION MOTOR --- MORE RELI- - WIDE ANGLE. 


cause invest- ABLE AND MORE POWERFUL 


BA ¢ THAN THE SPLIT PHASE 
a tag — Mite ana ele Sian STROKE CAN BE ADJUSTED 
them believe, WITH SIMILAR EQUIPMENT- - BY SIMPLE TURN OF THE 
andexperience | WHEEL AND WITHOUT DE- 


TACHING BELT 
has proved HEAVY STEEL; NICKEL 
PLATED PINS FOR HOLD. 


that it is a real ING APPLICATORS. conse ANTIQUE as 
FINISH. 











EQUIPPED WITH 1-4 H. P 
MASTER REPULSION INDUC- 


BELT HORNS SHAPED TO 





























business 








builder. TOGGLE SWITCH PLACED 
IN CONVENIENT POSITION 
FOR THE OPERATOR. 





MECHANISM VERY RUGGED 
AND PROTECTED—NO BELTS 
TO THROW OIL. 




















EES STEEL COLUMN- 


NICKEL PLATED. SUBSTANTIAL CAST IRON 


BASE TO PREVENT CREEP. 
ING WHEN MACHINE !S IN 
ADJUSTABLE FOR DIFFER. : ee 
ENT HEIGHTS ee 





























On Exhibit 9 
| FOOT PAD OF CORK 
at N. E ' A E FOR BRACING POSTURES 


We cordially in- 
vite you to visit 
our exhibit Booth 
Space No. 182, at 
the N. E. L. A. 
Convention, At- 
lantic City,so that 
you may see the 
Healthizer dem- 





onstrated, inspect 
it and get full 
information. 


A Product of 


The MASTER. 
ELECTRIC CO. 





FOOT PLATE CAN BE 
FOLDED WHEN NOT IN USE 
ONLY SMALL SPACE RE- 
QUIRED 








FOOT PLATE OF BURNISH- 
ED ALUMINUM WITH CORK 
PAD 
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B biver are the very words of the supervisor of the electrical 
, thal Secketa nono supply department of a large central station, explaining their 


Cord, and an heavy sale of the Belden Portable Outlet. 
able Belden Soft 


Plug, which is “We always keep a small display on the counter so that people 
standard by can see it. As soon as they learn there is such a thing and how 
simply it works, they buy it. It is highly satisfactory, too, because 
a large percentage come back for more for themselves and for 

their friends.” 


This aggressive electric shop demonstrates the Belden Portable 
Outlet in windows. On their counter a short connector is run 
under a small rug to demonstrate its use. 


As a result of giving the Belden Portable Outlet a chance to speak 


for itself, this electric shop sells hundreds of Portable Outlets 
every month. 


Your customers, too, need this convenient outlet and will buy it 

on sight. It will pay you to get a stock of Belden Portable Out- 

ets from your jobber and tell people about them through a 
unter display like the one shown above. 


A new counter card is now available that’s a 
big aid in helping Belden Portable Outlets sell 
themselves. Mail the coupon for one of these 
sales producers today and put it to work for you!. 








Portable ren & 
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Congratulations 
from 


FRIGIDAIRE 


RIGIDAIRE wishes to extend 

its sincerest congratulations 
to the electric industry—both 
for its amazing progress and 
its distinguished service to the 
American people. 

And Frigidaire is proud to feel 
that it has played its part in this 
progress and expansion. 

In the past year Frigidaire has 
announced many new develop- 
ments. The new quiet household 
Frigidaire has been enthusiasti- 
cally received. The new Frigidaire 
‘‘Cold Control’’ has met nation- 
wide response. New improve- 
ments in commercial refrigera- 
tion have increased Frigidaire’s 
usefulness in this field. And the 
Frigidaire water coolers have 
created an entire new market for 
electric power. 

There are more Frigidaires in 
use than all other electric refrig- 
erators combined. Frigidaire 
has created a market for electric 


power that runs into millions 
of kilowatts. 

And yet this is just a begin- 
ning. Frigidaire offers one of the 
greatest potential power mar- 
kets of the future. 

Frigidaire is anxious to co- 
operate in every possible way 
with power companies. May we 
give you full details about 
Frigidaire’s engineering and 
merchandising service? May we 
tell you what other power com- 
panies have done and are doing 
with Frigidaire? 

See the Frigidaire Exhibit at 
the N. E. L. A. Convention, 
Atlantic City ...in the mean- 
time accept again our congratu- 
lations and best wishes for the 
future. 


FRIGIDAIRE CORPORATION 
Subsidiary of General Motors Corporation 
DAYTON ’ ’ ’ OHIO 
Public Utilities Division 
1775 Broadway, New York, N. Y. 


FRIGIDAIRE 


PRODUCT 


GENERAL 


MOTORS 
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| CUSTOMERS 
APPRECIATE 


the thoughtfulness 
that sends goods 
home safely—in 
strong, dependable, 
moisture-resisting 
GATOR-HIDE KRAFT! 





ANOTHER CERTIFIED PRODUCT OF 


INTERNATIONAL PAPER COMPANY 
(SOUTHERN DIVISION) 
MAIN SALES OFFICE: 100 East 42nd St., NewYork, N.Y. 


MILLS: 
Bastrop Mill, Bastrop, Louisiana Camden Mill, Camden, Arkansas 
Louisiana Mill, Bastrop, Louisiana 
(Under Construction) Mobile Mill, Mobile, Alabama 
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NEW KELVINATOR FOUR QUALITY FEATURES 


QUALITY: Traditional Kelvinator quality in mechanism, 
cabinet, finish and fitments...... SELF-CONTAINED: 
The silent, reliable Kelvinator mechanism is located in 
cabinet case...... DURABLE: Porcelain interior. Heavy 
Parkerized furniture steel cabinets will yield a lifetime 
of service. ENTIRELY AUTOMATIC: Proper refrigerating 
cold maintained by automatic thermostat control. 
Automatic quick freezing of desserts, ice cubes...... ° 


COLD KEEPER: Originated by Kelvinator. A constant 
reservoir of cold that minimizes operating periods and 
running costs ...... FLEXIBLE RUBBER ICE TRAY: Bend it 
and it ejects ice cubes in a flash, without melting, ham- 
mering, or waste...... LARGE FOOD CAPACITY: Includ- 
ing defrosting tray, 4.23 jcubic feet, with 8.87 square 
feet of shelf area...... EASE OF ACCESS: Food shelves 
at convenient, non-stooping height. 
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Sor only 


175 





F. O. B. Factory 


KELVINATOR QUALITY IN A NEW KELVINATOR 
AT THE LOWEST PRICE IN KELVINATOR HISTORY 


For 15 years Kelvinator has looked forward to the day 
when it could bring automatic electric refrigeration 
within the means of the great mass of American homes. 
That day is here, and hardly a home can now afford to 
be without this new Kelvinator Four at $175, f. o. b. 
factory. 


Kelvinator should be first to gain this utilitarian goal. 
For in this triumph of Kelvinator’s new administrative 
organization, the soundest fund of scientific and applied 
knowledge, of engineering and manufacturing experi- 
ence, attains its climax. 


But we lay heaviest emphasis upon the benefits to health 
and the advantages of economy which the new Kelvin- 
ator Four confers on every home which adopts it. 


The Kelvinator Four operates with the ultimate degree 
of automatic control. The unvarying range of cold is 
automatically maintained day in and day out. 


Fast freezing of ice cubes, desserts, salads and dainties, 


automatically begins the moment the prepared mate- 
rials are placed in the Kelvinator. 


This new Kelvinator answers for all time, as never 
answered before, the inevitable question of the prudent 
housewife and her husband concerning electric refriger- 
ation— Is it reliable? 


The new Kelvinator 7s reliable in unvarying perform- 
ance, and it will keep on being reliable, indefinitely. 


And that, with its price, is the greatest thing engineer- 
ing can ever do for electric refrigeration. 


All Kelvinator dealers will tell you how you can afford 
tis new Kelvinator by ordering immediate installation 
on Kelvinator’s attractive ReDisCo monthly budget 
plan. 


KELVINATOR CORPORATION, DETROIT, MICHIGAN 
KELVINATOR OF CANADA, LIMITED, LONDON, ONTARIO 








DEALERS :— This smashing two-page Kelvinator announcement will appear in the Saturday 
Evening Post, June 1st. Now reliable, HIGH QUALITY electric refrigeration, by Kelvinator, 
is within reach of practically every home. Prepare now to share in this business by getting in 
touch with Kelvinator at once ’ ’ y ’ ’ 7 1 ’ ’ ’ 
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Of the 250,000 owners of | 


not one has spent a single 





s 
: 
3 
3 

3 








NOW ALL-STEEL CABINETS 
ADD STILL GREATER VALUE 





These illustrations show the latest contribution of scientific research. 
An all-steel refrigerator in six models. 


They cannot warp. Strong and durable as a safe. More beautiful, more efficient. 








June, 1929 


ELECTRICAL MERCHANDISING 161 


General Electric Refrigerators 


dollar for repairs or service + + + 











WHEN the General We challenge comparison 


Electric Refrigerator 
was first announced, 
two years ago, the confidence of Electric 
Light and Power Companies in electric 
refrigeration was at a low ebb. This is not 
the case today. Their confidence, and the 
confidence of the public at large, has been 
completely restored. 


Nothing has contributed more to bring about 
this changed viewpoint than the perform- 
ance of the General Electric Refrigerator. 
At first the public accepted it on faith— 
faith in the skill of the engineers and 
scientists of the General Electric Research 
Laboratories, who labored 15 long years to 
perfect it. The first owners soon found their 
faith was justified. Now a quarter of a 
million homes have General Electric Refrig- 
erators and thousands of others are being 


equipped every week. 


So far not one owner has had to pay a single 





with this performance 

















dollar for repairs or 
service. That was our 
guarantee to them—a 
guarantee that was offered as evidence of 
our confidence in the product. Such a guar- 
antee was necessary to restore public confi- 
dence but it could never have been offered— 
and lived up to—if the design of the refrig- 
erator itself had not been right. 


Light and Power Companies throughout the 
country know how well the General Electric 
Refrigerators on their lines are performing. 
They know how their patrons like them. 
They know their worth as profitable load 
builders, and as good-will builders, too. 


We urge you to talk with these men at 
Atlantic City and get their views. Any 
Central Station which is not now aggres- 
sively pushing electric refrigeration is 
missing a great opportunity. We will be 
happy to see you at Exhibit 616 and tell 


you about our proposition. 


GENERAL @ ELECTRIC 


ALL"*STEEL REFRIGERATOR 
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POO.O000 
Demonstrations 
International 


If you never read a Trade Paper advertisement 
before —and never will again... . 


Read this one .. . every word of it! 











... and Mail the Coupon 


ERE’S a story without a single word of 
ballyhoo in it. It’s a simple, straightfor- 
ward statement of facts. We ask you to read it 
as such—and make the most of the opportunity 
it offers. 

Within the past twelve months the ironing 
machine business of this company has been one 
of the real sensations of the industry. 

We have broken every record of the past. We 
are building and shipping more ironers every 
week than we shipped in any month last year. 

But we haven’t even started! We are still 


flirting around the outer edges of one of the 
greatest markets in the history of electrical 
appliances. 


Right here, within the grasp of every one of 
you, is a business potentially as great and profit- 
able as radio ... electric refrigeration ... yes... 
potentially greater than the washing machine 
business—because every home, from a kitchenette 
apartment to the estate mansion, needs an elec- 
tric ironing machine. 

And Thor has the machines—for all of these 
homes. 


We’re going in 


A major portion of our big half-million-dollar 
advertising appropriation is being spent to tell 
women about the great advantages of speed- 
ironing by electricity. 

The leading women’s publications are giving 
their editorial pages to the story of electric iron- 
ing. Why? Because they see the great future in 
this market. They see the great “news” value 
of it today. 


As a washing machine dealer in a day of great 


and keen competition—can you see the possi- 
bilities in this new market? 


Have you the vision of millions of homes 
equipped with Thor Electric Ironers? 
see the result for you in net profit? 


Can you 


This is an appeal to you to get going—now! 


We have set aside the month of June as Inter- 
national Thor Ironer Month. -We have formu- 


HURLEY MACHINE COMPANY 


The World’s Largest Ironing Machine Manufacturers 








JE troner 
In month of June 
Thor froner Month 








WEP es 
lM BB 8 


Be sure and visit the THOR EXHIBIT at the 
N. E. L. A. Convention in Atlantic City in June 


lated plans that will bring hundreds of women you. This minute—while the matter is fresh in 

to your store to see and try a Thor Ironer. your mind—write your name on it—clip it and 
And there is no better month in the whole year. mail it for full details of Thor's ? June Troner 

Warm weather is coming on. The handiron gets 2°*VIty. The women in your locality are going 

heavier ... the whole job becomes more irksome ‘°° buy Thor Ironing Machines. Why not be the 

and tiresome. That’s when Mrs. Housewife will  4¢aler to sell them? 

listen to your story about doing away with the 


ironing job. : : 
; HURLEY MACHINE COMPANY, B6 i 

Send for our plan! : 22nd St. and 54th Ave., Chicago. . 

See that coupon in the corner? It can be the 1 Send me at once full details of your June Thor - 

‘ ‘ ele aol « Ironing Machine Plan. : 

means of starting you off in this profitable, virgin t : 
business. It can bring you information about the © ees : 
ironing machine business that will actually amaze ee tr Yager : 
a 

ACC) a eR aD pep oe en ne OSET aE SEPEDP PS pre RS oe ver 7 - 

e 7 b} 

22nd St. and 54th Ave., Chicago : | ! 
: i sistcciticitssicieiasicaiomibindciinndiiompeccmiigeall ON Ss encicnicesssehc 

: 3 
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Trimmed with 


MOoneEL METAL 


screws and 
angles . . . 





REFRIGERATORS 


HE General Electric trade mark on 
an electric refrigerator is akin to the 
sterling mark on silverware. It always 
stands for highest quality in every detail. 
The specifications of the General Elec- 
tric Refrigerator (model G-55) call for 
the use of corner angles and screws that 
will retain their strength, brightness, and 
polish where there is moisture, constant 
wear and general hard use. That’s why 
General Electric uses Monel Metal. 

Monel Metal combines silvery beauty 
with rust-immunity and corrosion-resist- 
ance. And back of these very important 
properties is another of equal value — 
STRENGTH. Monel Metal’s strength is 
equal to that of steel. 

Refrigerator manufacturers who are 
using Monel Metal for trim, screws, etc. 
are cashing in on the public appreciation 
of Monel Metal which has been built up 
through continuous color advertising in 
The Saturday Evening Post and Good 
Housekeeping. 








Why not write us for more informa- 
tion about Monel Metal and a copy of 
our new booklet, “Monel Metal Enters 
the Home”? 


Model G-55 General Electric Refrigerator showing Monel See our exhibit at the National Electric Light Association 
Metal Corner Angles and Screws. All the screws holding the Convention, Municipal Auditorium, Atlantic City, New 
special odorless facings on door and jamb are Monel Metal. Jersey, June 3rd to 7th, inclusive. Space Nos. 375 & 377. 


Monel Metal is a technically 
controlled Nickel-Copper alloy 
of high Nickel content. It is 
mined, smelted, refined, rolled 
and marketed solely by The 


International Nickel Company, ~ 

Inc. The name ‘‘ Monel Metai’’ 

VN is a registered trade mark. 
MONED 
METAWU THE INTERNATIONAL NICKEL COMPANY, INC., 67 WALL STREET, NEW YORK, N. Y. 
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Why try to GUESS 
which Tire is Best ? 


Now Electrical Contractors 
can stop wondering which 
truck tire to buy 





ETERAN tire buyers are apt to be 

skeptical about tire claims. ‘‘How 
do we know your tires are better?’’ They 
ask. ‘‘ Prove what you say.” 


Dunlop Tires are better. Forty-one years 


of tire building experience . . . the most 
skilled craftsmanship . . . the finest Egyp- 
tian long-staple cotton . . . the toughest 


rubber . .. make Dunlop Pneumatic Truck 
Tires absolute gluttons for punishment. 


As proof of that fact, Dunlop bonds 
these tires, with the first and the only 
bonded guarantee that applies to pneu- 
matic truck tires. 














For a full year, this Dunlop Surety Bond told their friends. These friends have asked 

















covers your truck tires against every con- _—‘to see a copy of this bond. It sounds too 
= ceivable road-hazard .. . accidents, colli- good to be true, they say. 

a sions, blowouts, rim smash, even troubles A 2¢ stamp brings proof 
Ws P where you feel your own drivers are at fault. So we'll gladly send proof . . . a speci- 
: Spam Only a better tire. ..a much better tire men copy of the Surety Bond that goes 
| COMPANY ... could live up to such a guarantee. But with Dunlop pneumatic truck tires. Then 

ofNew York | Dunlop takes little risk, be- | youcan see for yourself. 
cause Dunlop knows the tire is This specimen bond is free. Won't you 
better. The bonded guarantee mail the coupon for it now? 








is merely evidence of Dunlop’s 





confidence. THE DUNLOP TIRE AND RUBBER COMPANY 
f A Department 635, Buffalo, N. Y. 
Experienced tite buyers have I want to see a free specimen of this Dunlop Surety Bond that covers 
been amazed at this Dunlop pneumatic truck tires. I'm not obligated in any way whatever. 


Surety Bond, and at the trouble- 
saving service which Dunlop 
Dealers have been able to ren- 
der on their tires. They have City 


Name 





Address 











State. 


DUNLOP 


BUILT TO STAND ABUSE:BONDED AGAINST ABUSE 
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assures a permanently 
perfect enameled surface 


CRACKED and chipped enameled 
surface—and a revert made even 
more costly by the loss of confidence in 
your product. Why not eliminate all of it. 


A beautiful enameled surface that will 
not easily chip, crack or flake—that will 
stand up under continuous demonstration 
—is simply achieved with Toncan Enam- 
eling Iron. 


Rigid tests and inspections at the mills 
assure you of smooth, clean sheets with a 
slightly porous surface —that will grip 
the enamel and not let go. 


Countless makers of wash- 
ing machines, refrigerators, 
ranges and other enameled 
products have come to de- 


OP ey REE.US.PAT.OFF, GM, 
7 
<TONCA 
“ey of 
%_? 


Pinon 


pend upon Toncan. They know its dura- 
bility and how it cuts down on reverts and 
dissatisfied customers. 


Housewives have learned to look for the 
Toncan label before buying—they are sure 


then of an appliance that will not soon 
grow shabby. 


If you haven’t literature on Toncan in your 


| files—write us. We will gladly discuss with 


you how you may use it to beautify and 
increase the value of your product. 


. CENTRAL ALLOY 
N *» STEEL CORPORATION 


a0” Massillon and Canton, Ohio 


World’s Largest and Most Highly 
Specialized Alloy Steel Producers 
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CASH IN 


on this buying wave! 
Sell coe eileeil 


JCEOMATIC 


EVERAL millions of dollars will be spent in 1929 to 

“sell” the American public on electric refrigeration. 

No one household utility enjoys such a popular demand 
today. 





md 


Bee : 

















ERS 



































Why not cash in on this buying wave with Williams 
Ice-O-Matic, a pre-proved electric refrigerator made by 
the builders of the famous Williams Oil-O-Matic? Wil- 
liams Ice-O-Matic possesses every proved feature of sound 
and safe refrigeration—mechanical excellence, automatic 
control, eye-striking beauty and stamina that will make it 
serve for years. 

















National magazine, newspaper and radio advertising will 
help you sell—direct mail material will pave the way for 
your salesmen—and Ice-O-Matic’s fair price, downright 
value and good reputation will complete the “set-up”. 
You will also benefit from sales and service schools, 
liberal financing plans and many other features of the 
Williams Ice-O-Matic franchise. Wire or write today— 
the Ice-O-Matic franchise in your territory may still be 
open. 


WILLIAMS OIL-O-MATIC HEATING CORP., Bloomington, Illinois 





Hear WILLIAMS OIL-O-MATIC HEATING CORPORATION E. M. 6-9 
6 ‘Th H P h A e499 Bloomington, Illinois 
“4 zts 0 i €é AM Please explain Williams Ice-O-Matic and the Williams franchise. 

Williams O:l-O-Matics—Tuesday Nights, oC COPECO CECE ECO TELE TOCE CCE ELECT TCT ECE CECE LE COCCC EP EE CE 
WJZ, WGN and associated NBC sta- 
tions, 10:00-10:30 Eastern Daylight LTO Ws 85 5 Z ARS Haan kG Bas eae Res sale 
Time. Williams Oil-O-Matics—Friday ; 
Nights, WGN, Chicago, 8:30-9:00 Cen- IN in ii chain atideseRsAriiAdasddtdeeesio aie 
tral Daylight Time. 
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See 


GUTH-FAN 
at the 


N.E. L.A. 


Convention 


— A Revolutionary 
Principle that will 
revolutionize fan 
selling.... 


The minute you see this fan operate you 
will know that something revolutionary 
has happened. 


GUTH-FAN discards the old way of blowing 
air—and through a revolutionary patented 
principle creates an air action of up and oul 
and around, revitalizing the air in the whole 
room without blasts of wind, yet it moves 50% 
more air per watt than a 16 inch standard fan. 


It can be attached to any ceiling outlet as a 
fan only or it can be had with many modern 
and artistic lighting fixture designs, combining 
efficient lighting and healthful comfort in one 
unit. It is ideal for homes, hotels, hospitals, 
offices and other commercial places. 


This revolutionary principle will revolutionize 


fan selling, creating an opportunity for year 
’round sales. 


Wide awake electrical dealers are being offered 
a proposition that carries with it a more liberal 
discount than ever before offered on a fan. 


See it at space No. 368 N. E.L. A. Convention 






















The GUTH-FAN 
PATENTED PRINCIPLE 


It draws cool air up from below, 
moving it past you as a gentle 
current of air. 


It moves air ouf at an oblique 
angle, in all directions, without 
blasts of wind. 


It diffuses airall around theroom, 
3 creating a circulating movement 
of up and out and around. 


This revitalized, circulating air, cools 
and refreshes you in Natures way. 











Guth-Fan and Fixture 
No. R3205 —4 Light. 





699 
Other U. S. & For. Pats. Pending 


If you do not attend the 


N.E.L.A. convention write or 
wire for details of this proposition 
—if your territory is open we will 
arrange a demonstration for you. 


Jee (SU TH-IFAAN 


~ « « 2614 Washington Ave., St. Louis, Mo. 


The EDWIN F. GUTH COMPANY 





GYe 





—Ve 
7 - 





Ye 
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AB Ce 


D ABc Spinner 


The PORCELAIN Washer PORCELAIN + ELECTRIC 


Does almost everything but “i hears f 
hang out the clothes—PORCE- e ambition 0 an ustry 
—but the accomplishment of 


ABC—a big washer for the 
tiny kitchen — new profits 
for home = 

furnish- 

ing mer- = 

chants. 





LAIN to eliminate re-condi- 
tioning expense — SPINNER 
drying — to save housewives 
time, work and clothes. 


Lowered 
for fe] :| We 
Tucking Away 4 a 





COMPLETE 
Home Laundry 
UNIT 





On display at the 
N.E.L. A. Convention 


yw oY, COR Yi 
MAY 31—JUNE 7 


Altorfer Bros. Company [&:. 1909} Peoria, Illinois)” : 
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CRAWFORD 
makes Every Size and lype of 


1 | BEDI ORUA 
thie | WATER HEATERS 











f ive and 
well-balanced — large, medium, and small-rapges, as 
well as hot plates—designed for modern ie 


Crawford also manufactures both ci 3 
and storage type Electric Water Heaters. 








A phantom of the new Crawford Coal 


~ 















































the ATLANTIC CITY CONVENTION — Booths 404, 406 and 408 





RAYTHEON | 


RAYTHEON has done something more than imitate the design of 
other tubes. Raytheon has made a very real contribution to radio. 


RAYTHEON was FIRST 


To produce a practical, heavy duty rectifier tube for B- 
elimination. 


And when Raytheon brought out a fullline of A.C. 
and receiving tubes, RAYTHEON was FIRST 


To anchor receiving tube elements at the top with mica, increasing 
rigidity and uniformity of performance. 


To produce a long-life, quick-heating tube for A. C. operation. 


And RAYTHEON ALONE 


Builds a tube of FOUR-PILLAR CONSTRUCTION, cross- 
anchored top and bottom—a tube so sturdy that its laboratory- 
tested performance cannot be changed by the shocks and knocks 
of shipment and handling. 

In addition to the many outstanding improvements and patents 
which can be used by Raytheon only, Raytheon will benefit by 
all R. C. A. tube patents, present and future. 

Due to the license granted Raytheon—jobbers and dealers can 


sell these high-quality tubes with no danger of legal entangle- 
ments or “frozen” stock. 


RAYTHEON 





EVEREADY 
RAY THEON 


THE NEWEST NAME IN RADIO 


NATIONAL CARBON CoMPANY, Inc., now controls production and 
sale of licensed Raytheon Tubes. This combines not only the 
names, but the facilities of these two companies. 


Effective June 1, 1929, Eveready Raytheon Tubes will be 
produced and merchandised under the control of the great 
Eveready organization. 


Plant enlargements are now under way. Additional equip- 
ment is being installed. Production of Eveready Raytheon Tubes 
will be enormously increased. An adequate supply is assured. 


Eveready Raytheon is a large individual division of the 
National Carbon Company, Inc., and will have all of the usual 
aggressive Eveready advertising and merchandising activities 
back of it. Extensive Publicity ... Broadcasting . .. Advertising. 


This means increased opportunities for present Raytheon 
dealers. Additional franchises will be allotted. There will be 
full co-operation with the trade. 


Plan now to take full advantage of this great new development 
in the radio tube market. Be sure to order an adequate stock of 
Eveready Raytheon Tubes. 


NATIONAL CARBON COMPANY, Inc., New York 
Branches: Atlanta, Chicago, Kansas City, Long Island City, San Francisco 


Unit of Union Carbide tu ia and Carbon Corporation 


RAYTHEON 





EVEREADY 
RAY THEON 


EVEREADY Raytheon Tubes 
will be sold in this package, 
made in the Eveready colors— 
red, blue and gray. It brings the 
prestige of two well-known 
names together in a striking 
display. 

The change in name will 
mean even more than a great 
expansion of production and 
distribution. In addition to the 
specialized activities of the fa- 
: mous Raytheon laboratories at 
i / Cambridge, Eveready Ray- 
iA a Z theon will have the benefit of 
all research and development 
facilities of the National Car- 
bon Company, Inc. 


Eveready Raytheon will con- 
- E- tinue to lead in radio tube 
development. As an Eveready 
LONG L Raytheon dealer, the many 
IFE developments in principle and 
RADIO TUB design which are constantly in 
E progress in the Eveready Ray- 
ey pee pret omgae on you 
of radio tubes abreast of the 
NATIONAL CARBON CO. Ine. moment ... ahead of it. 

Don’t miss this opportunity 
to profit by all that Eveready 
Raytheon will have to offer 
you. Get in touch with your 

jobber or distributor today. 











NATIONAL CARBON COMPANY, Inc., New York 


Branches: Atlanta, Chicago, Kansas City, Long Island City, San Francisco 





TT RN 


Unit of Union Carbide and Carbon Corporation 


RAYTHEON 
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LEADS WITH 


PERFECTED 


SCREEN-GRID RADIO 


Araseavs first with proved im- 
provements, Atwater Kent has pro- 
duced another acknowledged winner 
in the perfected Atwater Kent Screen- 
Grid Radio... A winner that satisfies 
people everywhere with its absolute 
rightness—its new power, sensitivity, 
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be PENX NS 
PANE TNS x 














range, needle-point selectivity, glori- 
ous Electro-Dynamic tone and quiet 
Operation—its sturdiness and its 
Atwater Kent dependability—a win- 
ner that brings more good will, 
more sales, more profits to merchants 
who feature Atwater Kent Radio. 
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LEADS WITH 


C BI N FT] S BUILT BY AMERICA’S FINEST DESIGNERS FOR THE NEW 
A ATWATER KENT SCREEN-GRID RADIO 


The foremost furniture manufacturers in 
the country are building cabinets for the new 
Screen-Grid Radio . . . that’s another big step 


forward! Here are cabinets to suit any taste, any 


pocketbook. If customers want compactness... 


vou have it for them. If they want a bit of 


elaboration in a period reproduction . .. you 
have it for them. Atwater Kent Radio to 
blend with appointments of any room... you 
can supply it. The new cabinet plan gives 
Atwater Kent merchants a wide-open field for 


more business. 


HOW EASY! Placing an Atwater Kent Electro-Dynamic Speaker in a cabinet is as simple as hanging up your coat. 
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LEADS IN 


MANUFACTURING 
RE SOURCE S cones sssue seme menterione omen 


W. 15 acres, now doubled 


to 32 to meet the ever-growing 
demand for Atwater Kent 





Radio! Covers more space 
than 28 football fields, than 
17 Madison Square Gardens, 
than nine Capitols at Wash- 





ington... Built solely for radio. 
Equipped with every conceivable modern without hurry ... Not only more, but still 
device for making Atwater Kent Screen- _ better, Atwater Kent Radio—the world’s 





Grid Radio—with one out of every eight most popular radio, the dealers’ greatest 
workers an inspector or tester... Speed _ profit-maker. 


ATWATER KENT MANUFACTURING Co. A. ATWATER KENT, PRES. 4708 WISSAHICKON AVE., PHILADELPHIA, PA, 
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Pere ERAMUSE 
YéL(UA\\\\\. OFFERS ELECTRIC DEALERS 

“"s> A NEW MARKET 
‘AND PROFIT 


That’s WORTH GOING AFTER 

















Confectioneries Dance Halls 
Parks Barbecues 
By 
Fie ; a ) i. 
a 
Restaurants Lunch Rooms 
Drug Stores — 
[aac | e a @ ° 2 
When you | Makes a Big Hit with Merchants in All Lines RETURN 
| 3 e 
arein —Easy to Sell—Unlimited Prospects the 
oe | NCE IN A GREAT WHILE, dealers are given areal opportunity | COUPON 
a ine eg to branch out and lay the foundation for a more profitable business. Letus tell you 
the Electra- ELECTRAMUSE offers that opportunity now. A proven product—in use from coast ee : 
muse—have it | to coast—nationally advertised to the trade—and past the pioneering stage. The market prospering 
demonstrated. | has been established—there ¥s big business waiting in large cities—small towns and with ELEC- 
Suite 900 i along the highways. ELECTRAMUSE the fastest-selling, coin-controlled, musical TRAMUSE. 
State-Lake | instrument is automatic—plays all makes of records—superb in tone— the music makes ; 
Building | a hit. Merchants in all lines—restaurants—cafes—drug stores—lunch rooms— parks— It will pay you 
190 N. State St. hotels—recreation parlors are buying ELECTRAMUSE — it increases their business— to investigate. 


ee eee ee 


attracts new trade—earnings average $2 to $7 per day. This makes it easy to sell. 


Attractive Discounts that Make Real Profits Possible! 


For 30 years Holcomb & Hoke Mfg. Co. have tant part of your business and leave a profit 
been manufacturing money - making equip- after every sale. Direct selling methods can 





Now: 


ment. ELECTRAMUSE is destined to be their be adapted to ELECTRAMUSE with amazing 1 HOLCOMB & HOKE MFG. CO. 

greatest achievement. The same money-mak- results—eliminates house to house canvass- Dept. W-606, Indianapolis, Ind. 

ing possibilities that are offered merchants ing—gives the men an opportunity to call on Without obligation on my part, please send me the 
are now offered dealers. Discounts are large business houses and that’s what they want. full data on your Electramuse Dealer Plan. 


enough to make ELECTRAMUSE an impor- Mail coupon today for full particulars. 
Name 


HOLCOMB & HOKE MFG. COMPANY Address 


INDIANAPOLIS, IND. City State 
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All dressed up... 
and SOME PLACE to go! 


HERE are the NEW Eveready Battery labels. All dressed 
up ... ready to go right into the hands of your cus- 
tomers. Quicker sales. With less selling effort on 
your part! 

Eveready design is bold! Clean-cut lettering with bril- 
liant display contrast in white, blue, red and gray. Makes 
the battery stand out on the shelf like a ten-dollar bill on 
a white tablecloth. Means more sales—more profits! 

Nationally advertised and nationally known Ever- 
eady Batteries are preferred the country over. Eveready 
long-lasting power in a striking modern package ...a 
winning combination! Order from your jobber today. 


NATIONAL CARBON COMPANY, INC. 


New York WN San Francisco 
Atlanta Chicago Kansas City 


Unit of Union Carbide and Carbon Corporation 


Presenting the NEW 
Eveready Label Designs 





Vol.41. No.6 








eu me A. 














June, 1929 ELECTRICAL MERCHANDISING 181 





The Bosch Radio Combination 
Receiver and Speaker Console will 
be 1n great demand because it em- 
bodies Screen Grid quality radio 
in an inexpensive combination of 
charming individuality Perfectly 
chosen woods and veneers com- 
bined with rich carving make this 
console one of beauty. I¢ has the 
Bosch Dynamic type speaker. 

List price, less tubes, $168.50 





The new Bosch Radio Table Model 48 contains the 
perfectly shielded chassis with seven tubes, three of 
which are the new Screen Grid amplifier type, housed 
in handsome table cabinet of grained walnut veneers. 
Sliding doors are introduced in a table model with a 
distinct sales appeal. List price, less tubes, $119.50. 





The new Bosch Radio De Luxe Console is truly the 
last word in radio. The chassis, employing the most 
modern scientific developments in radio engineering, 
uses seven tubes, three of which are the new Screen 
Grid type, and two of which are the large new audio 
amplifiers arranged in push-pull. The cabinet, with 
tall sliding doors concealing both dial panel and 
dynamic type speaker, is strikingly different. The 
finish is antique in Old English line and set off with 
well selected walnut veneers. 


List price, less tubes, $240.00 


The new Bosch Radio Model 48 is completely engineered to the new screen-grid—four 
element tubes. Three are used. There are two type 245 amplifiers arranged in push-pull. 
There is a type 227 powered detector and a type 280 full wave rectifier—seven tubes ar- 
ranged to give results new to radio. Rightfully you have always looked to Bosch for well 
designed, excellent performing radio, moderately priced. In the Model 48 you will see even 
finer engineering, better construction, superior performance and greater values. Bosch Radio 
dealers have made money. They will in more money this season. The Bosch Dealer fran- 
chise is again protected by a fair and square merchandising policy, an unparalleled price posi- 
tion, a distinctive flexibility of inventory investment. Bosch factory to dealer cooperation 
and the volume of Bosch Radio advertising will be greater and finer than ever. Write 
for Bosch selling plans if you want to be included in them this season. 


Bosch Radio ts licensed under patents and applications of R.C.A., R.F.L. 
and Lektophone. Prices slightly higher west of Rockies and in Canada. 


AMERICAN BOSCH MAGNETO CORPORATION 
Springfield Massachusetts 


Branches. New York Detroit Chicago Saa Francisco 
Bosch Radio Tubes add a new quality of performance to any receiver. 
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SCREEN GRID 
TUBE 
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Planes, trains, 


Powel Crosley, Jr., pioneer in 
Yadio, chats with the pilot of the 
Crosley-built Moonbeam, which 
will be the first plane to take off 
with “the big news in radio” — 










































What does it carry? On June 
18 the public will know! Then 
Crosley dealers everywhere will 
announce “the big news in 
radio.” Visit the nearest Cros- 
ley distributor. See the amazing 
opportunity this new line offers 
the dealer. Watch Crosley! 














Typical of Croslev’s ad- 
vanced methods is the fleet 
of cargo-planes which will 
carry ‘‘the big news in 
radio” via the highways of 
the sky to Crosley dealers 
throughout the nation. 
Scenes like this will soon be 
observed daily atthe Cincin- 
nati Airport. Time after 
time Crosley has led the way 
in radio. Now—watch 
Crosley on June 18! 
































Rush it! Crack express trains will 
speed day and night across the 
continent with “the big news in 
radio.” From Maine to California 
the news will “break” on June 18. 
Watch for the announcement in 
this paper. And don’t fail to visit 
your nearest Crosley distributor 





Motor fleets roar in all directions 
from the great Crosley plant in 





Powel Crosley, Jr., gives the final okay to the plans for Cinci + wide = rports, exp vith 
“the big news in radio.” The great Crosley plant, one of eit a rs wont pear >, 
America’s mass-production wonders, has done the rest. a ne 


See the amazing result on June 18! 


THE 
CROSLEY RADIO CORP 
rit : “ 
oRP , : 
Me } nwo SLbX RAR oe ; 
Rapin cok 


| (oo se oo 
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motors, to rush 
“big news in Radio” 
nation-wide 


| ie? sis the great Crosley plant at Cincinnati, airplanes 
wiil soon be leaving daily with “‘the big news in radio.” 


Crosley distributors in all parts of the country are send- 
ing planes for air shipments. The Cincinnati Airport will 
be humming with activity and the whir of propellers. 


Every form of transportation will be utilized to supply 
Crosley dealers—planes, fast express trains, motor fleets. 


June 18 is the date. Then Crosley dealers everywhere 
will reveal the radio sensation of 1929. Then the public will 
waken to a new idea of radio excellence at low cost. And 
Crosley dealers will begin to draw profits from the great- 
est business opportunity ever offered dealers by a Radio 
Manufacturer. 


If you want to participate in these profits, see a Crosley 
distributor now. He will tell you about Crosley’s greatest 
contribution to radio advance. 


He will show you the astonishing new line that will 
revolutionize all popular ideas of radio performance and 
radio price. Visit the nearest Crosley distributor, or write 
the Crosley Radio Corporation for full information. 


THE CROSLEY RADIO CORPORATION 


Cincinnati, Ohio 


You’re there with a 
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ented... is the furthest advance in searchlight construc- 


ing Gs 
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tion since the electric torch first displaced the kerosene 


lantern. And, interestingly enough, the dealers who sell 
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the Ray-O-Vac Rotomatic Searchlight think so, too. They 


SS hts 


“@ __ say Rotomatics sell faster . . . and that means profits. Why 


4 don’t you check up and see what Rotomatics will do for 
a your balance sheet? 


FRENCH BATTERY COMPANY 
Factory: Madison, Wis. Sales Office: 30 N. Michigan Ave., Chicago 
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SEARCHLIGHT 





The French Battery Company 
make Ray-O-Vac Radio “A,” 
"B.” and “C” Batteries; Ray- 
O-Vac Ignition, Telephone 
and Flashlight Batteries. 
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S ee and hear the new 
all-electric 7 


BALANCED-UNIT RADIO 


at our exhibit at the N.E.L.A. 
Convention at Atlantic C ity. 


These are the sets which are causing such 














a sensation in the world of radio, which 
bring a new conception of radio tone, greatly 
increased number of stations, distance that 


has hitherto seemed impossible. 


E beauty of the model shown, the 
Philco Highboy de Luxe, is typical of all 
Philco Balanced-Unit Radios. It is fitted with 


the Philco electro-dynamic speaker, extra 








size to ensure full, round tone. Acoustic equal- 
izers built into cabinet and—like every 
Philco set, no matter how low its price— 


the chassis is balanced to take two of the 





wonderful new 245 power tubes. 


HIGHBOY DE LUXE 
Neutrodyne Plus Screen Grid 


Prices of Philco Balanced- Unit Radios, from $67 to $205 


Inspect the entire range of Philco Balanced-Unit 
Radios at our N. E. L. A. Exhibit, Atlantic City. 
Booths 200, 202, 204, 206. 


PHILCO, PHILADELPHIA, PA. 


Makers also of the famous Philco Diamond Grid Battery for Motor Cars, Telephones, Farm Lighting, 


Motive Power, Auxiliary Power, etc. 
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SIX-CYLINDER 
PERFORMANCE 


Powered by a rugged six- 
cylinder valve-in-head en- 
gine—Chevrolet trucks 
provide remarkable 
smoothness, flexibility and 
acceleration—even when 
hauling a capacity load. 


2 AMPLE 


CAPACITY 


A longer, stronger, heavier 
frame makes possible the 
mounting of any bodytype, 
with loading space up to9 
feet in length and a gross 
load limit of 7000 lbs. 


3 OUTSTANDING 


ECONOMY 


Improved carburetion and 
a new high-compression, 
non-detonating cylinder 
head provide gasoline econ- 
omy which is actually as 
great as that of a four-cylin- 
der truck. 


DAY-AFTER-DAY 
DEPENDABILITY 


Numerousnotablemechan- 
ical advancements, com- 
bined with extraordinary 
staunchness of construc- 
tion, make the new Chev- 
rolet six-cylinder trucks 
unusually dependable. 


5 SMART 


APPEARANCE 


A wide array of body types 
not only meets every haul- 
age and delivery require- 
ment—but provides un- 
usually smart appearance 
and the utmost conven- 
ience. 
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—that the swift pace of today’s traffic 
conditions demands the increased power, 
speed, flexibility and acceleration of a six- 
cylinder engine. And because the new 
Chevrolet trucks provide this six-cylinder 
performance with the economy of the 
four, their popularity is growing by leaps 
and bounds in every section of the 
country. 


Visit your Chevrolet dealer toaay and see 
how completely the new Chevrolet trucks 
meet the requirements of your business. 
In performance, in convenience and in 
handling ease—they will prove a reve- 
lation. And they are as economical, both 
to own and to operate, as any truck you 
could buy. 


CHEVROLET MOTOR COMPANY, DETROIT, MICH. 
Division of General Motors Corporation 
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ulstanding Features 


of the Chevrolet 
Six Cylinder Trucks 





Electrical Merchants know— 


595 are SAOO Ehieie 2545 Chassis with cab O50 


All prices f. o. b. factory, Flint, Michigan 


-A SIX IN THE PRICE RANGE OF THE FOUR 
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One Sale a Week Means Over 
$26,000 Profit a Year! 


HIS opportunity now stares you in the face... for the Mills 
Automatic Phonograph has come to bring you an entirely 
new field of profit... to overcome forever summer slumps in sales! 


The big selling season for this new musical instrument is now 
here, and we want the /ivest dealer in your community to handle 
our ie ...to sell the — all-electric phonograph the 
world has ever known... a beautiful instrument of just the right . h . : . 

é - 2 : Z our while...for right in 
size, one which needs no service, a coin-operated automatic makes it worth you or ght in your town there 


A : : isn’t a restaurant, confectionery, ice cream parlor or any store 
Sin a with exclusive record selector, and other important sales J hich attracts crowds, where there isn’t actual need for the 


Mills Automatic Phonograph... it brings in customers, in- 
creases business 20% to 50%, and yields up to $150 and more 
a month in direct cash profits! 






. 
= 


~ 


Quick, easy selling, with a margin of profit which actually 






WE You will quickly see how this demand means money in your 
Libercyville, Iilincis pocket . . . so send today for our co-operative dealer plan, which 
“T’ve tried all makes of phonographs but yours is the BEST OF THEM includes factory sales help; a big national advertising program; 
rs My ows eee oa Fran ~ Dios ns 225 ly poe financing of sales, if desired; and real profit-making discounts! 
storekeeper for many years and this is the BEST INVESTMENT I EVER Obey that impulse... ACT NOW ... Mail the coupon! 
MADE.” : (Gust Sigales.) 
: _San Francisco, California 2 

“The Mills Automatic Phonograph has increased my business 50%. 
Needless to say I am more than pleased with the results from this won- 
derful instrument. The quality of the music is too good for words. If 
you asked me, I would say this instrument plays the records even better 
than the artists would in person.” (Andy Mubeill.) 


Fayetteville, North Carolina 


es 
*‘Not only does this beautiful piece of furniture make my place look more 
attractive, but it has increased my business 50%. Needless to say I am Au t WL a f; l C , Y) On 0 ha h 
more than pleased with the results from this — ys al 

‘eve’s Place. 





MILLS NOVELTY CO.., Dent.’ 6 
4100 Fullerton Ave., Chicago, III. 


With no obligation to me, send at once 
big free 24-page book in colors, and 


Asem. 


PUREE ot cas 


World’s Largest Makers 







of Coin Operating ‘ ee M desails Of how to make these cash 
Products 4 : 

7‘ 

¥ ESE MSE OE ENT TBE 
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MILLS NOVELTY COMPANY, 4100 FULLERTON AVE., CHICAGO, ILL. 
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Everybody 
can’t go 
YACHTING- 


—an amazing number of folks 
have to stay at home and swel- 
ter. But not for long. The 
breezy Robbins & Myers 
naticnal advertising now run- 
ning is teaching millions that _ 
cool seashore comfort can be , 
had quickly by phoning the 


nearest dealer for “‘the fan with 
the flag.” 


| ll 










These stifling stay-at-homes are 
“red-hot” prospects. Makesure 
of their business by using the ~ 
new R&M sales-creating dealer 
helps, described in our new 
booklet ‘‘Sales-Makers for 


1929.” It’s free. Write for yours 
today. 


ig 
faa 


R«M Fans owe their fine per- 
formance to 31 years’ precision 
manufacture. Quiet, sturdy, 
neglect-proof—they increase 


your reputation for handling 
quality merchandise. 





Robbins & Myers, Inc. 
Springfield, O.; Brantford, Ont. 


Robbins & Myers 


~ Fans and Motors 


of a Breeze 










(Dutstanding 
Quality ata 


Moderate 
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features like these in 
a washer offered at 
a moderate price 


WHAT has been wanted by women in washers, you’ll find in the 
new silent FREDERICK ... high quality, fine design and precision 
workmanship in every detail of its ultra-modern features. 


Women expect to pay more for such advantages as those 


embodied in the handsome FREDERICK Washer. But the 


price is moderate. That pleases them, too! 


You’ll grow enthusiastic about selling the FREDERICK. It opens a 
broader field for your efforts on washers...for more than a million 


American homes want a washer as good as the FREDERICK. And at its 
moderate price, they now can HAVE it! 

















Consider carefully the sales power of these 12 points 
of advantage, referred to on the following page: 


1. Silent, felt-cushioned motor. 


2. Precision cut steel gears...and 


7. Mirror-finish inside nickeled tub, 
all parts finished and assembled 


self-cleaning. 


8. Efficient sediment trap, to keep 
with automobile accuracy. water clean during entire wash- 
3. Gyrafoam water action intensi- ing. 


fied by counter-sunk agitator. 9. Anti-splash ring. 
4. Scientifically embossed rings in 10. Convenience and safety.... 
tub to increase efficiency. clothes maybe put inand taken 
5. Speed, capacity and thorough- out while washer is in motion. 
ness.... washes a big tubfulof 11. Full-swinging, 7-position, re- 
clothes in a few minutes with- 


versible wringer, with semi- 
out hand-rubbing. soft rolls! 
6. Compact in size.... handsome _ 12. Perfect balance, regardless of 
in appearance. 


position of wringer. 


No other washer, at a moderate price, includes all these advantages. 
You serve your customers well when you sell them the FREDERICK Washer. 
APPLICATIONS for DEALERSHIPS are being considered in the order in which 
they are received. You owe it to yourself to investigate the opportunity the 
FREDERICK Company now offers. Write, wire or ’phone today. 


The 







™ WASHER 


A Maytag Product 



































O4eGyrafoam 
water action Is 
intensified by 4 
countersunk SY°a- 
















Siederiok 
with those of any other 
washer within comparatwe price vange 


Analyze the value embodied in The FREDERICK Washer. 
Compare it with other washers of similar price. Convince 
yourself that here is an unusual opportunity for you 
to render, profitably, a genuine service to your customers. 





Dealerships are now being closed throughout the 
country. Applications should be made promptly to 


THE FREDERICK COMPANY 
100 WEST MONROE BUILDING CHICAGO, ILLINOIS 


DESTINED TO LEAD ALL WASHERS IN ITS CLASS 
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PRODUCT 
SUPERIORITY 


and a BACKGROUND 


Back of the new line of Edicraft Products is the sturdy 
bulwark of years of experience and the well known 
reputation of a manufacturer who actually pioneered 
the Electrical Age. 


Edicraft Products are distinctive of themselves, unique 
in their features and possess outstanding appeal. 


They are well fitted to sell on their merits but, spon- : Ea; fi IE ane Fee 


sored by Edison and presented to the world market 


through the medium of a well devised merchandising only La. pi. 


program, they will soon occupy a topmost position as 


a dominant line—a truly quality line of home elec- : developed inmy tl elons 
% 


trical appliances. 

The Edicraft dealer organization is rapidly expanding. aie, fadlories, and 
If you have not investigated the possibilities in the if . 

Edicraft line for you, it will be well worth your while rused to Ts 
t icate with the Edicraft distributor i ' 

o communicate wi e Edicraft distributor in your aug te 


territory or, write us for information. 





BFdicratft 


AUTOMATIC 


TFOASTE 


Convenience, speed and 
economy. Two slices at 
once—both sides at once. 
Completely automatic! 





Edicratft 
Siphonator 


Unique in operation. Pro- 
duces full flavored and deli- 
cious coffee by an adaptation 
of the healthful drip method 
—electric! 
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Patented hard-rubber 
collars vulcanized into 
the end of the roll com- 
pletely eliminate rust- 
ing caused by a metal 
washer. 


MODEL 29-3 






MODEL A 


“The Better the Wringer 


LOW RIT 
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‘Ask any woman to describe well-washed 
clothes and she is sure to stress whiteness. 


Snowy sheets and pillow-cases, immaculate 
table-cloths and napkins—these are things 
that every housewife dotes upon. 


She will not compromise with cleanliness and 
she knows that when fabrics are white they 
_are clean, and look clean to all eyes. 


Of course, women have always known that 
washing whitens, but they are just finding out 
that wringing also whitens. 


Through the great national magazines, they 
are being told by Lovell advertising how the 
wringer cleanses, as well as removes excess 
water from fabrics. And so—‘‘The Better the 
Wringer, the Whiter the Wash.”’ 


That is why women today appreciate the 
wringers on their washing-machines far more 
than ever before—and why they are more par- 
ticular that the new machines they buy shall 
have Lovell Wringer equipment. 








aii tac The women of America are being told why 
‘“‘The Better the Wringer, the Whiter the 
Wash’’—through leading national magazines. 


LOVELL MANUFACTURING COMPANY 


ERIE, PENNA., U.S.A. 


the Whiter the Wash” oii 


WhINGERS 


AND WRINGER ROLLS 
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that comes 


From our plant to your plant goes a 
Domestic engineer . . . and from your 
plant, perhaps, he goes into the field 
to observe a Domestic-equipped 
appliance under actual working con- 
ditions. He is, if you please, a trav- 
eling executive, representing the 
“motor department” of your business. 


We believe a study of appliance prob- 
lems after the sale is just as important 


_as the research and development work 


that precedes it. In operation, this pol- 
icy means constant contact with prin- 
cipals of the Domestic organization 

. . a constant effort to improve the 
motor, appliance and the application. 


The Domestic Electric Company, in 
short, is equipped not only to design 
and manufacture special motors best 
suited to any particular need, but to 
advise and assist in the manufacture 
and marketing of the appliances 
themselves. 


The unusual character of this sales 
service accounts for the high effi- 
ciency and dependability of Domestic- 
motored equipment... and results 
in important economies for Domestic 
users. This fact is reflected in the 
steadily growing list of appliances 
powered with Domestic fractional 
horsepower motors. 


THE DOMESTIC ELECTRIC COMPANY 
Cleveland, Ohio 


7209-25 St. Clair Avenue 
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THnAILNS 

LEAVE 
1-530 PM 
UV Iptieonste 
ACW ARG 


Pavel Foire 
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. We cordially invite anyone inter- 
ested in the manufacture or sale of 
fractional horsepower motor appli- 
ances to inspect personally our 

factory and facilities. 


AFTER 
the Sale 


APPLIANCE aA DV 2S OR F ENGINEERING 
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ROCK 


—the Asbestos 


ROCKBESTOS 


Cut to 








There are many advantages in buying heater 
cord cut to length. 


You get nothing but perfect cord, carefully 
inspected and accurately cut to length. 


There are no short ends left to waste, and in 
addition to the convenience of handling, is 
added a definite saving in the cost of cutting, 
because we can do it cheaper than you. 











Here are six advantages to be gained by buying 
heater cord cut to length: 


Every length perfect cord. 
Imperfections eliminated. 

100% inspection. 

No short ends to waste. 
Convenient in handling. 
Savings made in cost of cutting. 
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BESTO 


Insulated Wire 


HEATER CORD 


Length! 











There is no better heater cord than Rockbestos. 

It is made with all possible care, so that it will give 
the best of service. 

It may cost more, but it is worth it. 


It costs just as much to cut good cord as it does poor 
cord and while we sell millions of feet on reels, we 
offer this special cutting service to those who can bene- 
fit by it. 

In buying Rockbestos perfect heater cord, cut to 
length, all waste is saved, and you know exactly what 
each cord costs. 


The manufacturer of heating appliances, the service 
department of the Central Station, and in fact any- 
one who uses heater cord in specified lengths will find 
this cutting service to their advantage. 


Use the coupon now and know your cost. 


ROCKBESTOS PRODUCTS 


Cc OR PO R A T 1 ON 
NEW HAVEN, CONN. 
NEW YORK PITTSBURGH CHICAGO 


On the Pacific Coast—C. Dent Slaughter 
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y Rockbestos 
y Products Corp., 


New Haven, Conn. 
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Send your price 


on Heater 
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Selling 


an appliance is made easier when the 
customer can be shown the Tirex 
Portable Cord used for attaching it to 
the source of power. It shows that the 
manufacturer has been particular to see 
that to the last detail, the appliance has 
been made with the idea of rendering 
service and of building good will. 


Floor Scrubber 


and Polisher 


The best equipped devices are always the 
best sellers and Tirex Portable Cord for 
heavy duty and Tirex SJ for lighter duty 
applications are an added selling feature 
for every good appliance. 




















Many manufacturers, having tried Tirex 
Portable Cord and Tirex SJ cord, now 
regularly equip their appliances with it. 











Ice Cream Freezer a 
and Buffer 
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- | Appliances 


Servicing 


Central Station Commercial Managers who 
are faced with a problem of excessive service 
calls, loss of load because appliances are not 
being used and failure to increase sales be- 
cause of cord difficulties, will find their 
troubles vanish where Tirex Portable Cord 
and Tirex SJ Cord are used. The best feature 
of either cord is long life. Because of this fact, 
it does away with service charges due to cord 
failures. 


Tirex SJ Cord is made like Tirex Portable 
Cord, the only difference being that Tirex SJ 
is listed only in sizes No. 16 and No. 18 and 
that it is lighter in weight and smaller in 
diameter. 


These cords are invaluable aids to dealers in 
making sales and to central stations since they 
keep appliances in operation and not in the 
central station service departments. 


Write for samples and prices. 


SIMPLEX WIRE & CABLE @ 


MANUFACTURERS 
201 DEVONSHIRE ST., BOSTON 


BRANCH SALES OFFICES 

OHIOAGO, 564 W. — St. 
NEW YORK, 1328 B’wa 

JACKSONVITLE, 1010 Barnett Nat'l Bank Bldg. 
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SAN FRANCISCO, 390 Fourth St. 
CLEVELAND, 2019 Union Trust Bldg. 


’ Office E uipment - 
rs ictap nes = 
Y Drop Lie gh rm ing Machines 










| = 
Eg 













Electric 
Refrigerator 


HI 
| 


7 
=e 2 




















204 ELECTRICAL MERCHANDISING Vol.41, No.6 


Om 


entering wedge 
i Manufacturers pte 
for your Door to idea that will aid 


you in helping your 
Door Washer Salesman | ‘2 


4 us tell you more 
| about it. 








The Scott Filler and Drainer—small 
enough to hold in your hand—yet it 
chine, connect drainer can take the drudgery out of washing. 


to both faucets and 
turn on hot or cold 


COr 





water, or both as Supply your door to door salesmen 

in idiclilaciie with this remarkable little device that they can easily carry 
drain to cold water around with them and use to “break the ice” when they call on 
on water. Draining is each prospect. 


accomplished by suc- 
sure a8 low as 18 ive If the housewife already has a washer, undoubtedly he can sell 
her the Scott Filler and Drainer and thereby cut the cost of the 
call. If not, he has found out what he wants to know—that she 


hasn’t a washer and is a likely prospect. 










The Scott Filler and Drainer eliminates the mean- 
est part of washing—that of filling and draining. 
With the Scott there is no muss, no mopping, no 
stooping, no back breaking lifting of pails of water 
—it really makes washing a cinch and it retails for 
only three dollars. 


The Scott Pump Company 
649-665 Atlantic Ave. 
Rochester, N. Y. 
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The new Haag direct 
drive reduces vibration /} 
and noise. Drive shaft “S 
cannot get out of line. 
All moving parts runin | 
constant oil bath and are “, ‘7 
enclosed in grease-tight 7 
gear case. iy 





~~ 





The self-draining pressed 
aluminum tub has a 
beautiful smooth finish. 
Note the beautiful wide 
aluminum splash rim. 








MODEL 73 


Since 1912, Haag Brothers Company has pioneered in the manu- 
facture of fine washers. Now, in 1929, it offers the finest, most 
highly perfected machine it has ever built—the new Haag 
Vortex Model 75. 
Completely new in style, speed, design and efficiency, the Haag 
75 is being enthusiastically accepted everywhere. It is durable 
and dependable—and upholds all the traditions of Haag quality. 
You may feel justly proud to sell this superb washer, just as we 
are proud to build and guarantee. When we say it is the “finest 
washer money can buy,” we make no idle boast—we express a 
sincere belief based upon investigation and experience. 
Send for details of the Haag dealer franchise in your city. 


HAAG BROTHERS COMPANY, Peoria, Illinois, 
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An 
Engineered 
Fan 


® Wagner has designed and built a good looking 
z 






fan...with quiet motor, and blades whose cor- 


® 


rect curve and follow-through create a long 
strong beam of air...adjustable for speed, direc- 


tion, oscillation. This is the fan you can sell. 


@ 
g 









* ‘Y \ 


Prompt delivery from factory branch stocks in princi- 
pal cities..dealer sales helps. Ask for the Wagner plan. 





Literature on Request 


WAGNER ELECTRIC CORPORATION 
6400 Plymouth Avenue, St. Louis, U.S. A. 


Wagner Sales Offices & Service Stations in 25 Principal Cities 
Products: FANS... . Desk, Wall and Ceiling 
TRANSFORMERS ... Power, Distribution and Instrument 
MOTORS ... Single-phase, Polyphase and Direct Current 


Bm Ge) Him) | 


61-6231-5 
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A plan that will bring 
people to your store 


N St. Louis a hundred a day—In Decatur, 

Illinois, more than two hundred a day— 

In Piqua, Ohio, more than 300 in a week. 

Prima offers you more than an outstand- 

ing washer—Prima offers a proven plan that 

does three big things—a plan that brings hun- 

dreds of people to your store—a plan that 

quickly introduces Prima’s outstanding merit 

—a plan that sells washers and helps build 
organization. 

















Yes, it does a fourth big thing—it ties your 
store to the greatest individual contribution 
ever made by any manufacturer in the industry 
and to the greatest selling asset ever placed 
on a washer—the great 


NEVERCRUSH 


RUBBER 
SQUWIE EE =E= 


DRYER 


No other washer offers any one feature | 
so remarkably different—so outstanding 

as the Nevercrush—a feature that will 

actually outdemonstrate and outsell all 

competition. You owe it to yourself to 

write right now for details of the Prima 

Plan and the Prima Washer. 























PRIMA MANUFACTURING CO. 
SIDNEY, OHIO 


AGITATOR | 


ELECTRIC or GASOLINE 


WASHER 
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and Keep 


HY! Because Blackstones stay 

sold. Reverts are few and far 
between. Blackstone has eliminated 
dissatisfaction caused by breakdowns. 
This is the factor which has meant 
increased sales with profits which are 
“kept.” 


And the profit a Blackstone dealer makes 
is ALL PROFIT. The rugged, simple, 













BLACKSTONE 
is banishing the 
Service Problem 

from the 

Washer Business |® 
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lackstone 
the Profit. 


trouble-proof construction makes profit- 
eating service calls rare occasions. 





Compare Blackstone 22 with any other 
washing machine made, regardless of 
price! In quality of construction, design 
and other features, the Blackstone en- 
ables you to offer the greatest value in 
the history of electric washing machine 
manufacture, for the price. 





Write for the whole story and dealer 
proposition. 


Blackstone Manufacturing Company 
Jamestown, N. Y. 












CKS 


D 


T 





alll {| 
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Left—The heart of the Blackstone. Note the simplicity and ruggeda- 
ness of the few moving parts—running in a bath of oil. 


Center—The china smooth wings forces the soapy water through 
the clothes gently but powerfully. 


Right—Note the soft 2-in. cushion rolls—the safety release lever that 
releases the entire top by a quarter turn. 





These features, for the low 
price, assure quick, easy 
sales! 


Tub—16 oz. copper sides—20 oz. cop- 
per bottom, nickel-plated inside. Lac- 
quered outside. Will last a lifetime. 


CAPACITY—60 Ibs. of clothes per 


hour. 
CHANNEL STEEL FRAME. 


CIRCULATION—Approved _ Black- 
stone design. High blades insure 
efficient agitation with minimum wear 
on clothes. Reduces tangling. 


DRIVING MECHANISM — Com- 
pletely housed and running in bath 
of oil. Requires no oiling or atten- 
tion. All gears are machine cut. 


WRINGER — Lovell make. Steel 


frame. Full Balloon Para_ rubber 
rolls. Automatically locks in 5 
wringing positions — quick action 


safety release. 


MOTOR—General Electric 4 hp. com- 
pletely enclosed—insulated hose—rub- 
beroid cord with indestructible con- 
nection. 
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e Desirability 
STED* CORDS 


*The Driver-Harris Central Station 
grade heater cord was developed along 
lines of suggestions made by utility men, 
for a cord that would overcome troubles 
they encounter in servicing. 


After development, this cord was tested 
by independent laboratory and the test 
report is available to all who wish cords 
of extreme flexibility and long life. 

By the makers of 





Align Temperature Service 


DRIVER-HARRIS COMPANY 


HARRISON, NEW JERSEY 
In Canada—tThe B. Greening Wire Co., Hamilton 
































a WHIRLPOOL a 
LESS /21. SIOO 


A High Speed Washer 

Full 8 Pounds Capacity 

Case -Hardened and Ground Parts 
Compensating Features 


Cut Gears Copper Tub 








Nothing in the deep, roomy, 
Whirlpool tub but the smooth, 
single-vane circulator. 
It washes faster and safer 
because there is nothing in 
the tub to interfere with it, 


Timkenized — of course 


O USE attempting to disguise the 

fact that washing machine sell- 
ing has reached a point where price 
cuts a big figure. 


Conversation without price isn’t 
worth a nickel to the man or woman 


on the sales floor or to the man who 
rings door bells. 


You must not only be able to show 
value but be able to show price. Yes, 
you need price to get sellers! 


The demand for a proven quality 
machine with up-to-the-minute 
features at less than $100 is met 
in the new model “C” Whirlpool 


—and in positively unique fashion. 


The model “C” Whirlpool not only 
looks like a fine machine; it is a fine 
machine—and a beautiful performer. 


Above are listed some of the out- 
standing features of this new Whirl- 
pool. You see at once that it gives 
the buyer his money’s worth. 


The price is right —the discount to 
the trade is exceptionally attractive. 
The policies behind it are sincere, 
definite, business-like and sound. 


So we suggest that you wire, write 
or come to the factory for com- 
plete information. 


THE NINETEEN HUNDRED CORPORATION .- Binghamton, New York 


Successors to THE NINETEEN HUNDRED WASHER COMPANY, Inc. 
BEATTY BROS., Fergus, Ontario 


Pe eeeRaeaEnneeenati ao aaa ett rere 


Sa ST a eee ee 
































Hundreds of distinguished dealers, 
department stores and central stations 
proudly and profitably sell both Whirlpool models. 
§ It would be hard to point to a better known machine 
than the “1900” Whirlpool. And yet we sell Whirl- 
pools on VALUE rather than on name. The“1900” 
Whirlpool has the washing speed and per- 
formance that discourages competition. 
It has the construction and design 
that marks it as a superfine prod- 
uct. That’s why it’s as staple 
in value and demand 


as a fine diamond. 





4 STAPLE 2 
VALDE wa Fink 


DEIEAMOND. . 
the "1900" 
aaa 7 pal Pag 9 


WHIR POO 








f 
f f hi 


+ FS 


Bac test of a successful washing 
machine business is that of any other 
business. It is the ability to make money. 


**1900” has no illusions as to the im- 
portance of that test. It regards it as 
fundamental. It wants dealers who make 
money through selling its products. 


Thus “1900” has always been keenly 
alert to the interests of every link in its 
chain of distribution. 


It gives dealers every opportunity to 
make money by giving them maxi- 
mum discounts; and it steadily maintains 


a policy of dealer helpfulness. 


“Built like an automobile for strength 
and endurance and speed” has meant 
more than a selling phrase. It has meant 
that profits made through selling “1900” 
Whirlpools stayed with the dealer. They 
weren’t frittered away in free service or 
high-pressure salesmanship. 


THE NINETEEN HUNDRED CORPORATION 


Successors to THE NINETEEN HUNDRED WASHER ComPany, Inc. 


Binghamton, N. Y. 


Beatty Bros. . Fergus, Ontario 


‘1900" , 
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HARD WATER PROBLEM SOLVED 
in ELECTRIC WATER HEATING | 


=Here’s the Proof 


ARD water, formerly the bugaboo 

to electric water heating, isno longer 
a problem when the Clark Electric Water 
Heater is installed. The special applica- 
tion of the patented Clark heating element 
eliminates troubles from lime or scale. 
Among the many examples is that of a 10- 
gallon, 5 KW Clark installed in Wichita, 
Kas., May,1925, and removed for purposes 
of inspection in December, 1928. During 
its 314 years of use in water of 27.8 degrees 
hardness, the Clark was found to be abso- 
lutely free from any trace of lime or scale. 
To the left is a picture of the heater as installed, 
the unretouched photo of the inside half of the 


tank, and the ‘‘proof letter’ from the Kansas Gas , 
and Electric Company of Wichita. 





5 YEAR \ 
GUARANTEE %, 
AGAINST BURN OUTS // 


sell electric water 


heating so that it will 
WICHITA, KANSAS stay sold. We shall be WATER BEATE 
1928- glad to send a Clark 
man to see you. Division of the 


Pf on a 
\ . za \ 
Fg ; Clark men devote their 
a YY time exclusively to 
; Ss AND ELECTRIC COMPAN' electric water heating. 
KANSAS GA ® They will help you : ELECTRI 


r Once surcnueTencent December 10, 





SOMPANY 


McGraw Building, Omaha, Nebraska 


ater peater Companys 


i ge Sead hr Booklet ; GARI 


¢ your wre water 
e request ° nm Clark 
ape shop 8 tea en : More than a sales manual or cata- / ER nr oy 
ur ont in’ ‘ : : mt ATER & 
log. It contains much information ; ‘ fi E . 
and many illustrations. It shows 
20 you how to install electric water 
yo a sight * heaters successfully. Mail the cou- 
ae of the tanks pon now. No obligation, of course. 





s 

inside of Posent 

ae e 

; an ve nest the inlet si 
° 


J Clark Electric 


Water Heater, 
strict wanagere 


CHI McGraw Electric Co., 
SSeS Omaha, Nebr. 
Cap (C Please send me the Clark Electric Water Heater 
Booklet. 
( Please send me your sales plan, describing your 
special service on advertising and selling. 


yp £ .Barr-¥B 


Name 





Company 





$ om ot 
— S 


City State 
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WHITE ality 
plus.National Advertisin 
equals Amazing Profits!! 




















No. 202 Stove—$7.50, retail—Finished in White Vitreous 
Porcelain Enamel. Four-station reciprocating switch, 1100 
watts capacity in one burner. Size, 9x18x5% inches. Same 
stove finished in black baked enamel, No. 201, $6.50. Both 
models can be operated from any convenient outlet. 


Prepare Now To Reap the Harvest 
of This Tremendous Sales Drive! 


No. 211 Broiler Range. 
Has White Vitreous Porce- 
lain Enamel Top - 14x22 
inches. Four-station recipro- 
cating switch. Special switch 
control (pat. pending). 1100 
watts capacity in one burner. 
Connects to any wall outlet 
without special wiring. As 
fine as any $150 stove, yet 
sells retail for only $44. 


MART dealers every- 


this powerful selling program is 
where are enjoying 


Three other models less broiler 
equipment at $29, $34 and 
$37.50. 





quicker turnover and greater 
profits than ever before, as 


bringing every jobber and dealer 
prepared to meet this ever-in- 
creasing demand! 








the result of the sweeping, 
nation-wide White Cross 
Campaign now in full swing! 








If you are not yet on the White 
Cross Band Wagon—if you want 
to make your cash register hum 
with profits—arrange at once to 
cash in on this unusual oppor- 
tunity by stocking these red-hot 
sellers with the ‘“‘blue and gold 
tag.’’ You’ll find it pays to give 
your customers what 
they want — White 
Cross quality that 
brings them back 
again and again! 







Full-page advertisements in 
national magazines reaching 
buyers from Coast to Coast are 
telling housewives about the 
wonderful new White Cross Elec- 
tric Stoves, Ranges and other 
electrical appliances—educating 
them to insist on ‘‘quality that 
never disappoints.” Just -im- 
agine the inquiries and sales that 

















4-Piece Copper Electric Coffee Sets— 
No, 291 T.S. Percolater finished in ijustrous 
nickel, polished on solid copper. 16-inch 
tray. Copper nickel plated Gold-lined 
creamer and sugar, same 
design as percolator. No. 
291 T.S. 6-cup, as illus- 
trated, $14. No. 292 
T.S., 8-cup, $15. 


ape 
ual at 


Write Today! 1 WHITE#CROSS}} 
Our new Bulletin No. 45 gives full de- mevel 
tailed description of the complete White Dai ; 


Cross line. Copy mailed free on request 
—without obligation. 


ants 





wRace — 
. a No. 229 Reversible ~*~ 
: ~ , No. 247 Beaver Iron 
No. 156 Waffle Iron nse Be streamline, Toaster—Toasts two large MARR “ 
—Makes full-sized waffles tapered point, latest ‘Slices at same time. No 





without grease or smoke. style full-vision extended ‘Prings or hinges. Cush- 


. e J 
Non-leaking, interlocking sole plate, Perfect, bal- toned legs prevent scratch, National Stamping & Electric Works 
zrooves, etail, $8.80. ance Retail, $299. ing table. riced retail i 
Other Styles at $6.80, Other models at 3.50 at $5. Another model 3212-24 W. Lake St., Chicago, Ill. 
and $10. and $4. at $4. 


Prices silghtly higher in Far West and Canada 
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New 
Electric Ranges 


Electric Range Sales are growing tremendously. Modern homes demand 
modern equipment, and the most convenient and efficient methods of 
cooking. Realizing this, public utilities and progressive dealers every- 
where are demonstrating, advertising, and displaying electric Ranges, and 
Dealers who are ever alert for new, profit making lines are manifesting 
keen interest in both the announcement of a line of STAR Rite ultra 
modern Ranges, and the unusual STAR-Rite merchandising program. 








After several years of experimentation STAR Rite is offering a complete 
line of Electric Ranges—ultra modern in style, embodying the latest and 
most advanced ideas in both design and construction, and a fast cooking 
service that instantly appeals to prospective range users. 


1. Ultra modern design in both Cabinet and Apartment styles. 
2. Boltless, streamline design (no screwheads to catch dirt or grease). 
3. Regulated heat—accurate and reliable. 
4. The system of wiring, providing for either a two or a three wire 
connection without change of switches. 
5. The heavy reinforcement of the frame which assures rigidity. 
6. Permanent and lasting beautiful porcelain enamel finish. 
7. An oven insulation which assures no heat losses. 
8. All oven parts removable. Rounded oven corners, as easy to clean 
as a china dish. 
g. Right or left ovens. 
10. Reciprocal switches—can be turned any way. 
11. Appliance plug connection. 








For authorized STAR-Rite dealers we have every known merchandising 
assistance, including demonstrations, cooking schools, and a consumer 
follow-up that will clinch sales. 

















Let us show you the STAR-Rite way to profitable Electric Range sales. 


A catalog will be sent upon request—or our special Range Representative 
will gladly call. 


| THE FITZGERALD MFG.COMPANY, TORRINGTON, CONN. 

















: Cabinet and Apartment ae 
eae ranges in Gray and 
White Porcelain Enamel 
Finish; Full Automatic. 
Attractive prices ana f 

discounts. 











Our friends at the N. E. L. A. 
Convention are invited to in- 
spect these Ranges and the 
complete STAR-Rite line at 
Booths 207-209-211 
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mediate 
Ship ment 


all Summer from these Distributors 











Akron, Ohio 

Summit Chandelier Co. 
Albany, Ga. 

Albany Hdw. & Mill Supply Co. 
Albany, N. Y. 

Albany Hardware & Iron Co. 

Esco Electric Supply Co. 
Albuquerque, N. M. 

Chas. Ilfeld Co. 
Allentown, Pa. 

Elliott-Lewis Electrical Co., Inc. 
Amarillo, Texas 

Nunn Electric Co. 
Atlanta, Ga. 

Capital Electric Co. 

Peaslee-Gaulbert Co. of Ga., Inc. 
Baltimore, Md. 

Lee Electric Co. 
Beaumont, Texas 

Neches Electric Co. 
Binghamton, N. Y. 

Bunnell-Stevens Co., Inc. 


Southern N, Y. Elec. Supply Corp. 


Birmingham, Ala. 

Interstate Elec. Co. of Ala. 
Boston, Mass. 

Sager Electrical Supply Co. 

George H. Wahn Co. 
Brockton, Mass. 

Sager Electrical Supply Co. 
Brooklyn, N. Y. 

Parr Electric Co., Inc. 
Buffalo, N. Y. 

H. I. Sackett Electric Co. 
Cambridge, Mass. 

Sager Electrical Supply Co. 
Canton, Ohio 

The Electric Sales Co. 
Chattanooga, Tenn. 

Motor Supply Co. 
Chicago, Ill. 

Electric Appliance Co. 

Revere Electric Co. 

Steiner Electric Co. 
Cincinnati, Ohio 

The F. D. Lawrence Electric Co. 
Cleveland, Ohio 

The Allen Electric Co. 

Davis, Hunt, Collister Co. 

Milner Electric Co. 
Columbus, Ga. 

Butler Brothers, Inc. 
Columbus, Ohio 

Smith Bros. Hardware Co. 
Dallas, Texas 

The Electric Specialty Co. 
Davenport, Iowa 

Republic Electric Co. 
Denver, Colo 

The New England Electric Co. 
Des Moines, Iowa 

Brown-Camp Hardware Co. 

Electric Contractors Supply Co. 


Elmira, N. ¥ 
Southern N. y. Elec. Supply Co. 

Evansville, Ind. 
Boetticher-Kellogg Co. 

Fort Smith, Ark. 
Atkinson-Williams Hdw. Co. 

Fort Worth, Texas 
Miller Electric Co., Inc 

Hagerstown, Md. 

Schindel, Rohrer & Co., Inc. 

Hartford, Conn. 

The Hartford Elec. Supply Co. 

Hastings, Nebr. 

W. M. Dutton & Sons Co. 

Holyoke, Mass. 

The Roland T. Oakes Co. 

Houston, Texas 
Roberts Empire Electric Co. 

Indianapolis, Ind. 

Meier Electric & Machine Co. 

Jacksonville, Fla. 

Perdue Office Furniture Co. 

Jersey City, N. J. 

Parr Electric Co., Inc. 

Joplin, Mo. 

Glasco — Co. 

Kansas City, 

Missouri Vetiey: Electric Co. 

La Crosse, Wisc. 

W. A. Roosevelt Co. 

Little Rock, Ark. 
Treadway Electric Co. 

Los Angeles, Calif. 
California Hardware Co. 
The Electric Corporation 

Louisville, Ky. 


Peaslee-Gaulbert Corporation, Inc. 


Lowell, Mass. 

Frank P. McCartin Co. 
Lynn, Mass. 

Sager Electrical Supply Co. 
Manchester, N. H. 

Granite State Elec. Supply Co. 


Mansfield, Ohio 
The Hartman-Spreng Co. 
Memphis, Tenn. 
Dawkins Electric Co. 
Miami, Fla. 
Robertson Supply Co., Inc. 
Minneapolis, Minn. 
Northland Electric Supply Co. 
Nashville, Tenn. 
Anderson’s, Inc. 
Newark, N. J. 
Parr Electric Co., Inc. 
Venino Bros. & Co. 
New Orleans, La. 
Electric Appliance Co. 
Interstate Electric Co. 
New York, N. Y. 


Crannell, Nugent & Kranzer, Inc. 


Parr Electric Co., Inc. 
Norfolk, Va. 

Woodhouse Electric Co., Inc. 
Oakland, Calif. 

The Electric Corporation 
Oklahoma City, Okla. 

Cook Electric Supply Co. 
Omaha, Nebr. 

Granden Electric Co. 

Lee-Kountze Hardware Co. 
Orlando, Fla. 

Robertson Supply Co., Inc. 
Peoria, Ill. 

Electric Appliance Co. 
Philadelphia, Pa. 

Elliott-Lewis Electrical Co. 
Phoenix, Ariz. 

Arizona Hardware Supply Co. 
Pittsburgh, Pa 

Wd. McCullough Electric Co, 

Robbins Electric Co. 
Portland, Maine 

Frank M. Brown Co. 
Portland, Ore. 

The Electric Corporation 

Marshall-Wells Co. 





often. 


EMERSON FANS 


the 5-Year Guarantee 


Emerson distributors are prepared to ship fans 
now and all summer long on a moment’s notice. 


Large warehouse stocks are maintained at conven- 
ient points so that your distributor can replenish 
his supply quickly. Call on him regularly and 
Keep up your fan stocks all summer long. 


Providence, R. I. 

City Hall Hardware Co. 
Quincy, Mass. 

Sager Electrical Supply Co. 
Reno, Nevada 

J. R. Bradley Co. 
St. Joseph, Mo. 

American Electric Co. 
St. Louis, Mo. 

Brown-Hall Supply Co. 

Crown Electrical Supply Co. 

Glasco Electric Co. 

Manhattan Elec’! Supply Co., Inc. 

Shapleigh Hardware Co. 
St. Paul, Minn. 

Electric Supply Co., Inc. 
Salem, Mass. 

Sager Electrical Supply Co. 
San Antonio, Texas 

Southern Equipment Co. 
San Diego, Calif. 

San Diego Standard Elec. Corp. 
San Francisco, Calif. 

Baker, Hamilton & Pacific Co. 

The Electric — 
Savannah, G 

American Focctatey & Import Co. 
Seattle, Wash. 

The Electric Corporation 
Shreveport, La. 

Interstate Elec. Co. of Shreve- 

port, Inc. 

Sioux Falls, 8. D. 

Tri-State Electric Co. 
South Bend, Ind. 

Electric Appliance Co. 
Spokane, Wash. 

Marshall-Wells Co. 
Springfield, Mass. 

Hampden Electric Supply Co. 

Sager Electrical Supply Co. 
Syracuse, N. Y. 

A. M. Little Co. 
Toledo, Ohio 

The Toledo Electric Sales Co. 
Tucson, Ariz. 

Albert Steinfeld & Co. 
Tulsa, Okla. 

Missouri Valley Electric Co. 
Waco, Texas 

Waco Electrical Supply Co. 
Washington, D. C. 

Doubleday-Hill Electric Co. 
Wheeling, W. Va. 

The Front Co. 
Wichita, Kan. 

American Electric Co. 
Wichita Falls, Texas 

Nunn Electric Co. 
Wilkes-Barre, Pa. 

Bunnell-Stevens Co., Inc. 
Winston-Salem, N. C. 

Lambeth Electric Supply Co. 


Detroit, Mich. 
McNaughton-McKay Electric Co. 
Miller-Seldon Electric Co. 

Duluth, Minn. 

Marshall-Wells Co. 


When you 


Worcester, Mass. 
Sager Electrical Supply Co. 


Youngstown, Ohio 
The Hood Electric Co. 


them quick 


THE EMERSON ELECTRIC MFG. CO. 
2018 Washington Ave., St. Louis, Mo. 
806 W.W ashington Blvd.,Chicago, Ill. 
50 Church Street, New York City 


need fans—you want 
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Hear the Story 
of 
Clothes washed with ae rubber hands 
o 
Clothes washed wees wadding or tangling 
Oo 
Nature’s law of buoyancy put to work in a washer 
oO 
A washer that will outwash -_ outdemonstrate all others 
Oo 


Revolutionary sales records made by dealers everywhere 


Hear the Story of the 


Write us for a demonstration and our sales plan. 
We challenge comparison. 


THE HIRSCHY COMPANY, Duluth, Minn. 
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FIVE POINTS OF 


OOPERATION 


with | 
PUBLIC SERVICE 


CORPORATIONS 


fr OR helping Electric Light and Power Com- 

panies to build up the highly desirable sign load, 
the Flexlume Corporation, world’s largest exclusive 
producers of electric signs, offers a complete plan of 
cooperation which consists of: 





Furnishing attractive circulars in colors to 
« Public Service Corporations for promoting 
the use of electric signs in their territories. 


"LRLEB PS Ss 


Series of five circular mailings to sign pros- 
Z. pects reported to Flexlume by sign special- 
ists in employ of Public Service Corpora- 
tions. 


Personal cooperation of Flexlume sales and 
* service organizations located in the chief 


cities of U. S. and Canada. 


Oo 


Training of power company’s salesmen by 

4. Flexlume sales school director, either at 
Buffalo or Power Corporation’s local head- 
quarters. 


L i¢ 
a} 
Nt 
G 

Ww 

Hae 
Li} A 


Special periodic circularization of rated 
businesses in each power company’s terri- 
tory by mailing of directly-aimed circulars 
to Drug, Restaurant, Hotel (ten in all) 
primary classes of business. 


1 0 








Convention Display, Atlantic City 


The unusual electric decorations with which 
Young’s Million Dollar Pier is decorated for 
the N.E.L.A. Convention were manufactured 
by Flexlume Corporation. The units for 
this new idea in ornamental lighting will be 
known as Appliqué Luminous Decorations, 
and quite a demand is predicted for them. 











FLEXLUME ELECTRIC DISPLAYS 


NEON TUBE...GLASS LETTER...EXPOSED LAMP...OR COMBINATION DESIGNS 


Write us to send full information 
about our cooperative campaign for 
building greatly increased use of 
electric signs in your territory. 
FLEXLUME CORPORATION, 
1931 Military Road, Buffalo, N.Y. 
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Street Lightings Load 


at Commercial Rates 





A Single Installation of 500 Watt Pemco 
Units. 





No. 55 Complete 





SEE US 
NELA 


Convention 


Atlantic City 
June 3-7 
Booths 269-271 














Aggressive New Business Depart- 
ments of Central Stations are in- 
creasing their load revenue by 
merchandising Pemco Exterior 
Lighting Units. This exceptional 
added load is accomplished with- 
out any increase of investment to 
the Central Station. 


The sale of Store Front Lighting 
is a source of revenue which has 
long been overlooked. Keen com- 
petition among Retail Stores is 
such that high-intensity Exterior 
Lighting is demanded to merchan- 


One Sale—11,500 Watts! 


dise locations and increase night 
business. 


Our well-tried merchandising plan 
with which these Central Stations 
are successfully selling not only 
individual stores, but also entire 
shopping centers, is explained in 
our Pemco ‘‘ Sales Manual,” which 
details how you can increase your 
revenue through the medium of 
Pemco Store Front Lighting. We 
will be glad to send you a copy if 
you are interested. 





PHILADELPHIA 
ELECTRICAL and MFG. CO. 


1228-36 North 31st Street 
Philadelphia, Pa. 
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Cinderella is ready to make 


Money for You! 


CCASIONALLY public enthusiasm for a new 
product gives the retailer of electrical appliances 





a chance to make real money. Right now you 
are passing up just such an opportunity until you investi- 
gate the Cinderella Portable Washing Machine. 


Cinderella, nationally advertised and supported by a com- 
plete aggressive merchandising plan, is making a big hit. 
It has for its market any home, summer cottage or apart- 
ment where there is soap, water and electricity. 


ai Every woman who sees the powerful yet careful washing 
action of Cinderella wants one immediately. Nothing but air, soap suds 
and water touch the clothes in a Cinderella. It washes dainty silks 
without harm. It quickly gets the dirt out of household laundry. 
Sixty times a minute air, water and soap suds are forced up and down 


through the clothes. 


The construction is simplicity itself. Cinderella is without cups, without 
agitators—the only moving parts are motor and fan. There is no in- 
stallation cost—no servicing. It is an over-the-counter washing machine, 
with liberal dealer discount, retailing at $47.50, (slightly higher west of 
the Rockies and in parts of Canada). 


Send for the Cinderella Dealer Book which gives the complete story of 
the machine and the selling plan behind it. 


THE CINDERELLA WASHING MACHINE CO.. Cleveland, Ohio 









Cinderella 
weighs 19 lbs., 
stands 18 inches 
high. Tops are 
finishee in nickel, 
tubs in porcelain 
snameslongnetin 
blue, ivory or red. 


You can show 
Cinderella in 
action with 
the all-glass 
demonstrator. 
It makes sales 
wherever 
displayed. 

















Send this for the 
Cinderella Dealer Book 





CINDERELLA WASHING 
MACHINE COMPANY 








4712 Chester Avenue ++ Dept. A 
Cleveland, Ohio 
Without obligation, please send complete information 
on the Cinderella Washing Machine and the selling plan. 
Store 
1 V1 CrVr'e 'e! —" 
Name and titie— : 
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DiamondH Heater 
on the leadi 


of the WORLD. 


Here are electric range panels from all parts of the 
world, Canada, England, Scotland, France, Norway, 
Australia, Japan and the United States. And all are 
equipped with “Diamond H” Heater Switches. 


No better tribute to the quality — 
and leadership of “Diamond H” 
**Standard the World Over.” 




























DIAMOND ¥ SWITC 








June, 1929 ELECTRICAL MERCHANDISING 223 


\* @ 


ovate / ! \ i a Vs Ci aay 


A ¥'¢ | Nn ng iD i . 


"i eee i 





















(Complete equipment for heat control 
of electric ranges and heating devices 





Ever since Gerald W. Hart, the pioneer switch builder, built 
the first switch, and during the years following in which switch 
history was made, ‘ ‘Diamond H” switches and heat control devices 
have been recognized as standards for the industry. 


The high quality of workmanship and material, advanced ideas in 
design and accomplishment, accuracy and reliability of perform- 
ance, place “Diamond H” products in a class by themselves. 


Whether it be for electric ranges, water heaters, or any heating 
appliance where heat control is necessary, we make the complete 
equipment. 

The latest addition to the “Diamond H” line is the Indicating 
Thermostat. It is simple, neat and accurate—a thermostat and ther- 
mometer combined. 


THE HART MANUFACTURING CO. 
HARTFORD, CONN. 
BosTon New YORK PHILADELPHIA DETROIT CHICAGO 
MINNEAPOLIS SAN FRANCISCO TORONTO R elay 


DIAMOND Hf SWITCHES 
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The Dawn of 
a New Day! 


Sepco brings you a thoroughly de- 
veloped electric water heater that has 
PERFORMANCE RECORDS 
proving a new plane of electric serv- 
ice through— 


iP 
4 





Ingenious NEW engineer- 
ing developments, still re- 
taining the refinements upon 
which we have concentrated 
for fifteen years. 


The most profitable and desirable 
residential load. Operates 6000 
hours out of the 8760 hours of the 
year—and with station demand 
averaging 500 watts. 


Beauty, craftsmanship and_ technical 
perfection of design—as attested to by 
users. Improved load, demand and 
diversity factors—as shown by experi- 
ence of utilities—these warrant your 
investigation. 








AUTOMATIC 
ELECTRIC HEATER CO. 


General: Sales Offices: 1706 Race Street, Philadelphia, Pa. 
Factories: Pottstown, Pa., U. S. A., and Toronto, Ont., Canada 
Representatives in all principal cities 








a 
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(Model 70) 













__ an_all-mietal; reversible, 
: mn swinging - wringer 
ith soft:rolls, instant release 
and 11-inch: nickeled-zinc 
drain board. 





































With a stainless nickel-lined, 
six-shéet; copper: tub.facquer 
_ fee shed. and “mighty good 
king. 


With machine-cut gears — 


ning in oil in an oil-ti gear 
case. Needs~téss ‘attention 


fromatfi. 
























2 PEG RR REE ET MATER ATF TTR RR, 





—$ a... D i mple 
power to ‘bath: “agitator and 
imger at all times, 

a ee 





Se AR EM FIT 


Submerged, fast-washing, Cast- 
aluminum agitator (with tap- 
ered centre post) that pro- 
duces sen = bln ee 
ARE ERE SUB 000 








G ral yt 5 discounts to 
dealers 


Our Model 40 At $125. 


New and improved, with double “Thermo” tub— 
nickeled inside and lacquered _in_due-toré outside. 


An extra_larges—t4-inch, ‘cast: aluminum agitator 
nesaed) with” patented: tapered post and 
reper forations: s between bates, isan: exclusix 















Polished “oh fash xing; “machine-cut: “gears: ‘Yunhing 


in oil; and swinging, ecsible' wringer with: soft 
rolls, make it easy to sell. Our @tseounts mare it 
PROFITABLE! 





nnn : 






Write us for full details about these 
two GOOD washers. 


GETZ POWER WASHER CO. 
529 Walnut St., Morton, IIl. 


Model 40 Above 
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How THE PUBLIC BENEFITS From 
INTENSIVE COMMERCIAL DEVELOPMENT 


THE systematic policy of developing all possible service and 





reducing rates in accord with improved efficiency in produc- 
tion and operation has accelerated the substantial increase 


in the use of electrical energy throughout the system of 


STANDARD GAS AND ELECTRIC COMPANY 


With a gain of 5.63 per cent in electric customers during 1928, 
the total output of electric energy showed an increase of 12.70 
per cent. @ Rate reductions placed in effect during 1928 or 
announced for the near future represent a total estimated saving 
to electric and gas customers of approximately $4,820,000. 


All classes of customers benefit from these reductions. 


BYLLESBY ENGINEERING 
AND MANAGEMENT CORPORATION 


CHICAGO ++ NEW YORK e+ PITTSBURGH e+» SAN FRANCISCO 














ELECTRICAL MERCHANDISING 





See our Exhibit 5 5) 
N.E.L.A. Conven- 
tion-Atlantic City 


7) May 3lst--June 7. 











MAIL THIS COUPON 


GAINADAY ELECTRIC Co. 
3001 Liberty Ave., Pittsburgh, Pa. 


Please send full details of dealer proposition on the 
Gainaday Washer at $129.50. 


Individual 
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PROFITABLE TO HIM... . 
Why Not to YOU? 














\\ HAT electrical specialties pay the biggest profits? Inter- 


national Oil Burners for one, says the Williams Electrical Co., 
Inc. 


“The profits were in large part due to your cooperation, in 
helping us to sell, to install and teaching us to eliminate service 
troubles.” 


The experience of the Williams Electrical Company over a 
period of three years can be yours, too. Electrical dealers do 
make money with the International Line because it consists 
of three burners—which cover all the markets in the oil 


burner field. 


Why not let the International Line—the Caloroil, the Crescent 
and the Victory—bring you profits, also? Write for details 
of its three-unit cooperative dealer’s franchise. 


INTERNATIONAL 


x 
BURNERS CORPORATION tM Mh 


Formerly The Caloroil Burner Corporation 





@Eat "Luvs 
225 WEST 34TH STREET, NEW YORK CITY 260 TREMONT STREET, BOSTON, MASS. 
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The “Big Shot” in toasters 
RIMCO Tee-fIen {| 


As a Central Station Being OVERSIZE it takes large slices 
" —It has an Automatic TURN OVER 
Campaign Item Feature that is positive in action—A 
this big, new, good-looking toaster, MIRROR NICKEL FINISH makes it 
gentlemen, in plain words is a “peach.”  &@Sy to clean. Furnished with matched 
It stands out in any display—it wins handles and cords in a choice of four 
sales—it does business for you in a big colors. 
way. The Rimco Tee-Ten is already 


showing its value as a profitable mer- ask about’ elaborate window display 


chandising item. and a campaign plan that “has proven 
Retail Price $3.75—your cost is “right.” its success.” 





Write your jobber, or us, for details, 


ROCK ISLAND MFG. CO. 
Rock Island, IIl. 








Coming! 


Three new Rimco products 
will be available within 30 
days, write us now to send you 
details the minute they are 
ready. 


A very fine Waffle Iron in the 
popular: price bracket of 
volume sales. 


New nickel percolators in 
4-6-8 and 10 cup sizes at 
campaign prices. 


A Chromolox element—7 
pound chrome finished Flat 
Iron—built right—campaign 
priced. 








| CAMPAIGN PRICED APPLIANCES 
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A New Opportunity 


Synchronous Electric Clocks 


HIS new synchronous electric clock which tells off 
Observatory time at any light socket is a new source 
of profit for the electrical dealer. This springless electric 
timepiece is essentially an electrical appliance, particularly 
well adapted to any well planned sales effort on the dealer’s 





GOTHIC “B” the mantel mode 


part. Your experience should be the same as thousands of lag — So 
2 
dealers who have been amazed at the ready response to the Sunray finish. Retail price, 


$29.50. 


most simple displays of Hammond Clocks. And no wonder, 
for here is a clock used right in the home, store or shop that 
needs no winding, regulating or any attention whatever. 
It is only necessary to plug into any convenient light 
socket and set the clock once to receive Observatory time, 
second for second. It is automatically regulated by the 
frequency of the alternating current. The great oppor- 
tunity for the dealer in this new field is obvious. 








Your electrical jobber can supply you with samples and 


_window display material. If your jobber does not have 
information on the Hammond Clock line use coupon and 


we will tell you the inter- 
esting story of how Ob 
servatory time is brought 
to the homes in your 
vicinity and the oppor- 
tunity it offers you. 






































WALL MODEL comes in 
white or brown finish. Dial 
is 10’ diameter. A perfect 
timepiece for the office, 
store, or shop. This model 
retails at $22.50. 
















Lr VA. oO. 
THE HAMMOND CLOCK COMPANY Sis ¥ > 
4117 Ravenswood Avenue, Chicago, Illinois nt J 
; I realize the possibilities in the Hammond 
Clock line. Please send me more information 
and give me the name of the nearest distributor. 
Sa 

PRES cers erste es sli be SE Oe eee 
PRMMAS TIED. eos ouk Lae rs are Adecco ones RE ee 
Lely “OE OWE 55.65 i0 oh E Ee Go eee . 
PR sine y eieio aie bin ek eis eater Mae ee COLONIAL “A” MODEL 

(9) solid walnut size 5” wide, 











6” high. Retail price, $14.50. 


HAMMOND ELECTRIC 
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THE COMPLETE QUALITY 

















Two fans instead of one! 


... this new Graybar principle 
is causing customer after 
customer to select the new 
Graybar Vacuum Cleaner! 


EPORTS from dealers who are 

handling the Graybar Two-Fan 
Vacuum Cleaner confirm this fact: 
never was there a more potent talk- 
ing point for a cleaner than the 
Graybar two-fan feature! 


Why folks like it 


Briefly — better performance is 
the answer. 

See what the two-fan feature does! 
It materially lessens the “whine” 
of the motor. 

It reduces the height of the 
cleaner-base, enabling it to go under 
low furniture easily. 

Combined with the action of the 
motor-driven brush, it makes the 
cleaner unusually efficient. 


But don’t get the idea that the two- 
fan feature — though extremely im- 
portant—is your only “ammunition.” 


Other talking points, too 
No oiling. Good looks. Wire 


guards for nozzle. Dust throat. Insu- 
lated handle grip. Remarkably small 
storage space. All these 
features, and more, 
help to close sales— 
and keep them closed! 

Get Graybar’s prop- 


GraybaR | 





osition! Cash in on 
The Graybar 
shield— mark 
of reliability 
on acomplete 
line. of elec- 


pon 1s for your con- trical appli- 
venience. nee 


Graybar’s nation-wide 
advertising! The cou- 





OF HOUSEHOLD APPLIANCES 


4 


iy 





Y 


) 





This quality cleaner 
sells for only *24-5° 


(Slightly higher west of the Rockies ) 


There is an enormous market com- 
posed of women who look for quality 


in the products they buy, yet are not 


prepared to pay high prices. 

















Here is a straight-air cleaner that 
appeals to them! It offers A-1 quality 
at low cost. Efficient, easy to operate, 
well made to the last detail, it’s a 
cleaner that will make profits for you. 


Instead of 
attachments 


The Graybar 
Handy Clean- 
erette is just as 
effective as 
attachments — 
and ten times as 
convenient to 
use ... Low priced—to sell quickly! 

Graybar Electric Co. Offices in 72 
principal cities. Executive offices: 
Graybar Bldg., Lexington Ave. and 
43rd St., New York City. 

















| GRAYBAR ELECTRIC CO. Merch. 6 


| Graybar Building, New York, N. Y. 

| Gentlemen: Your vacuum cleaners sound interest- 
ing. I'd like to have details. 

: Name 
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“Clean as a Whistle” 


“PIALK all you like about one make of meter box 
being as good as another — I’m here to tell you that 
you'll go a long way before you’ll find as good con- 
struction, as clean knockouts or as handy terminals 
as you get in 


NOARK Meter Service Switches 


When you can take out your knockouts, hang your boxes, set 
your troughs, pull in your wires and make your connections 
without any trouble or delays, you can make time—and timeis 
what counts in making a meter switch installation, every time.” 


CoLt’s PATENT FirE Arms MFc. Co. 
o> ELECTRICAL DIVISION 


ii HARTFORD, Connecticut, U. S. A. @ 


33-S-41 NEW YORK * BOSTON + PHILADELPHIA * CHICAGO + SAN FRANGISCO 





Meter Service Devices 















ete’ CEE 
eho Reo 





Acco 


For accessible fusing 


SECO 
For sealed fusing 


UNIVERSAL 
For sealed service and accessible loadside 
fusing. In 30 ampere capacity only. Pro- 
visions for up to four branch circuits in 
same cabinet 


QUADBREAK 


For Polyphase 3-wire service 


Space 428, N. E. L. A. Convention, Ex- 
hibition Pier, Atlantic City, June 4-8 
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THE ADJUST-O-MATIC ... a new 
iron that every woman will want 


Just set a glistening new 
Westinghouse Adjust- 
o-matic before a cus- 
tomer. Note how quickly 
she is attracted to its 


mirror-like chrome fin- 





ish—a finish so smooth 
it makes ironing 30% easier — a spotless 
finish that never tarnishes, never grows 
dull, never turns blue. 

Then, watch her hand travel to the little 
lever on top of the Adjust-o-matic. Note 
how quickly she appreciates the conven- 
ience of an iron that is adjustable as well 


Westinghouse 


WESTINGHOUSE 
ELECTRIC 





as automatic . . . an iron that can be set 
for any ironing heat by the famous Built- 
in Watchman... an iron that will let her 
iron everything in the basket without 
once detaching the cord. 

These and other advantages are so 
apparent to women that the Adjust-o- 
matic really sells itself. You need only to 
show it. 

Send in the coupon for the details 
of the complete advertising plan we have 
prepared to help you sell this revolution- 
ary, up-to-the-minute electric iron to 


the women in your community. 








Westinghouse Eleetric & Mfg. Co., 
Mansfield, Ohio. 


MATIC Iron and plans for selling it. 





Send me complete information about your new ADJUST-O- 


Commer eres seesresresesesesesessesreseseresereseseseserere 
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SURFACE TUMBLER SWITCHES 
Your Aut-PurPose Switch 


IN THE 


New §tyWe 


NEW BAKELITE OR METAL COVER 


NEWLY CREATED Switches with the old Reliability 
of your H&H mechanism . . . Out of the whirl of new 
ideas—whipped into practical form by 39 years’ experience. 
Evolved from four decades of switch -craft, centered on 
service to the Contractor. Keeping jobs up-to-date, 
up-to-style. Turning time into money always more rapidly. 


No. 610: Surface Tumbler with Svap-on Cover; easiest “snap” 
to install, Clap the cover over the handle— onto the base—and it’s on 
to stay! Speeds-up wiring; saves fussing with tiny screws. Stands out 
as the newer, neater sort of job. 


No. 6064: Surface Tumbler with Outlet Box Cover — in one. 
Does a double job with a single device. Handiest possible combination 
for pipe jobs. Switch part has nickeled cover; box cover japanned. 


No. 610 B. C.: Surface Tumbler with Bakelite Cover. Here’s 
the switch that stays mew even in air charged with moisture or chemical 
fumes. Cover cannot corrode in damp cellars, outbuildings, laundries, 
mills or factories where steam or chemicals fill the air; residences near 
salt water, etc. 


No. 6064 B. C.: Switch and Outlet Box Cover combined, with 
Bakelite switch-cover and japanned outlet-box cover. Corrosion - proof 
switch-cover for installations exposed to dampness or chemical attack. 


Each switch here has the stuff in it for lifetime loyalty to 
the man who installs it. All have the famous ‘‘balanced mechanism’’ 
of the H & H flush-type Tumbler. | Smoothest of actions; easy- 
throw; even tension. Specify from new catalogue data-sheet, 
ready to forward at your request. 


HART & HEGEMAN DIVISION 


THE ARROW-HART & HEGEMAN ELECTRIC CO. 
HARTFORD, CONN. MAKERS OF ELECTRIC SWITCHES SINCE 1890 
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Cities Service Reports 
the best year in its history 


Security-owners now total 450,000 


The Annual Report of Cities Service 
Company, just issued, shows 1928 to have 
been the most successful year in the Com- 
pany’s history Large increases were made 


in assets, gross and net earnings, and 
the number of the organization’s 
security-holders, who now aggre- 
gate more than 450,000 Excess of 
current assets over current liabili- 
ties increased 26.75%, from $52,- 
932,000 to $67,094,000. 


Consolidated net earnings of the 
Company and its subsidiaries ex- 
ceeded $64,000,000 equal to 9.34% 
on the total capitalization and 
funded debt Total consolidated 
assets of this nation-wide oublic 
service organization increased dur 
ing the year from over $809,000,- 
000 to more than $913,0C0,000. 


The Annual Report shows that 
in 1928 Cities Service petroleum 
subsidiaries produced about 20,- 


000,000 barrels of oil, a daily average of 
Gasolene, oil, and 
other petroleum products were marketed 


over 54,000 barrels 
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The number of owners of 
securities of Cities Service 
organization has grown 
from 150,000 in 1923 to 
450,000, an increase of 200 
ber cent in six years. 


feet of natural and manufactured gas and 
1,421,000,000 kilowatt hours of electrical 


energy 
Last year more than 100,000 investors 


were added to the security-holders 
of the Cities Service organization. 
Its list of security-holders is now 
the second largest in the world. 


You participate in the success 
ot the Cities Service organization 
when you invest in its securities. 
As a Cities Service security-owner 
you have the satisfaction of know- 
ing that you have invested your 
money in an organization which 
has grown steadily through its 18 
years of existence - from a small 
beginning in 1910 to its oresent 
commanding place among the ten 
largest industrial enterprises in 
America. 


Clip and mail this coupon 








through its own distributing system in Name 


4,000 communities. Public utility sub- 
sidiaries sold over 93,600,000,000 cubic 


HENRY L. DOHERTY & CO. 60 Wall St., New York 


Please send me, without obligation. a copy ot the 19th Annuai 
Report of Cities Service Company and full information about 
its investment securities. 








ERM Cp Address 
¥ 


(284-5-191) 
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An Absolute Minimum 


of SERVICE with the 
Hardinge Fuel Oil Burner 


Dealers who sell the Hardinge fuel oil burner realize full 
profits on every sale. And they retain this full profit year 
after year—for Hardinge has licked the profit-eating 

service problem. Precision-built in 9 distinct models, 
a including a moderate priced model for the average and 
small-sized home—the dealer carrying the Hardinge line 








Dominant Features 


1. The Hardinge fuel oil of fuel oil burner is expertly equipped to meet every 
financially st i 
Sey sent someany heating need from bungalow to skyscraper. 


in the manufacture of pre- 
cision-built instruments. 


Where territory is available, a rare opportunity awaits the 
2. Hardinge is_ entirely ° e e e 
automatic. — durable — right party. Wire or write for full particulars. 


easily understood and re- 
quires an absolute mini- 
mum of service. 











© 
3. Hardinge is consistently d 
endorsed and specified by Har inge Brothers, Ine. 
leading architects and en- Factory and General Offices 
qk oe 
the fines ome: se 
ings. 4149 Ravenswood Ave., Chicago, III. 
Factory Branches—Chicago, Michigan Ave. at Ohio — Boston 843 Beacon Street. 
+448 Bee 


















GREETINGS 


FROM 








CHICAGO 





' COMMONWEALTH EpIson COMPANY 


4 EDISON BUILDING . 72 WEST ADAMS STREET . CHICAGO, ILLINOIS 
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ive them 
AIR/ 


= i WELTERING days will soon be here—and 
J ie with them will come a sudden demand for 
J j \\ ventilating fans. When the mercury boils up 

towards the nineties, and it’s humid as a wet 
blanket, then a steady current of cooling air is 
the very breath of life! 


When people want ventilating fans, they want 
them in a hurry. Dealers who care “give them 
air the soonest” are the ones who reap the profits. 
Are you all set to handle orders? One of the 30 
Sturtevant offices is located nearby, ready to help 
you supply Sturtevant Ventilating Fans. Get in 
touch with that office, now! Find out 
what fan ratings are most in demand 


. get full information and mer- 
chandising material. 











B. F. STURTEVANT CO., Hyde Park, BOSTON, MASS. 









Branch Offices at: Atlanta; Birmingham: Boston; 
Buffalo; Camden; Charlotte; Chicago; Cincinnati: 
Cleveland; Dallas; Denver; Detroit; Hartford; Indian- 
apolis; Kansas City; Los Angeles; Milwaukee; Min- 
neapolis; New York: Omaha; Pittsburgh; Portland: 
Rochester; St. Louis; San Francisco: Seattle: Wash- 
ington, D. C. Canadian Offices at: Toronto, Montreal 
and Galt. Canadian Representative: Kipp Kelly, Ltd., 
Winnipeg. Also Agents in Principal Foreign Countries. 





B. F. STURTEVANT CO. 


(Mail to nearest office) 


























Please send me further informaiton about 
Sturtevant Ventilating Fans, ratings, etc. 


O 
O Please have your representative call. 


WAI 2S ord a Cece ued eewee new nentne ewan 


as U. 3 Pat. Off. 
COMPANYS so oo etic ee emcetieeceweaamen 
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The choice of careful 


appliance builders 


Manufacturers of gear-driven electrical appliances find that 
only the best is good enough when it comes to gears. 


Gears of proven quality, gears that give long service, smooth 
performance and practically outlast the appliance itself, is 
what these users demand. 


And they specify and use Perkins Gears. Perkins Standard 
Gears for all ordinary purposes, Perkins Special Gears, and 
Ground Thread Worms of special alloys for out-of-the- 
ordinary drives. 


Regardless of whether standard or special gearing is re- 
quired, Perkins Gears are economical in cost, in fact low in 
cost because of the performance they give. 


Send Perkins Engineers sample gear or prints for estimates 
or ask for their help in solving your gear problem. 


TU 





GROUND THREAD 
WORMS 


Perkins _— Speed Worm 


Reduction Gearing is used 
by many leading appliance 
builders. ; 


Our special thread grinding 








equipment enables us to 
produce precision ground 
worms in any quantity 
promptly. 


Perkins Machine & Gear Co. | 
130 Circuit Ave. 
Springfield, Mass. 


PERKINS GEARS 


High Speed Worm Reduction Gearing 























No. 3661 
Bridge Lamp 


Green 
glass 
shade, 
m white 
a inside 


No. 3230 
Verdelite 















FARIES LINE 


It isn’t necessary to “high pressure” 
a prospective customer to sell the 
Faries Line. It moves itself, it in- 
creases your lamp sales, because its 
exclusive features make it attractive 
and fast selling. 


No. 3884 
Radio 
Lamp 


Catalog E.M. 6 illustrating the com- 
plete line will gladly be sent on re- 
quest. 


No. 3241 
Verdelite 


Faries lamps are all brass throughout. Faries 
lamps have the exclusive “Verdelite” shade 
which “relieves eye strain.” 


FARIES 


MANUFACTURING COMPANY 
Decatur, Ill., U. S. A. 





Universal 
patented slotted slip-on shades 
that permit the easy cleaning on 
removing of the shade. No tools 
or unwiring. 


Faries Lamps have 
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SIDE VIEW 
OF SWITCH 
IMIECHANIS/4 






re Guaranteed for 
ene Five Long Gears 


It is absolutely different in construction and design ’ 


BLADE NO WASHERS —has but a few of the parts of other switches—is 


positive in action—no fibre washers nor insulation 
Guaranteed for 5 years from 


November, 1928, against defec- 
tive material and workmanship. 


to wear or swell—just a simple spring, a yoke, 
handle, carrier plate, and blades—the most ingen- 
ious device you have ever seen. 


That is why we can and do guarantee for five years every switch made by us. és The 
s : a “ Connecticut 
We don’t want you to order before you have seen one with your own critical eyes. # Elec. Mfg. Co. 


Bridgeport, Conn. 
Send us (attached to your letterhead) ten cents in stamps and we will send 


you one Free. If you like it—stock them. Fair, isn’t it? Genniemen: 


Attached is 10c in post- 
age and our letterhead. 


THE CONNECTICUT ELECTRIC J ae 
MEG. CO. mn bee 


BRIDGEPORT, CONN. U.S.A. reson 


New York Chicago San Francisco st f 
341 Madison Ave. 32 S. Clinton St. | 34 Natoma St. yas City 
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ELECTRICS 


TRADE-MARK 


RANGES 


Quick Selling — 


because of their popular features 


A Minimum of Servicing— 
because of superior construction 

Le ELECTRICS Ranges em- 

body many features of 

proved superiority —a line in which 

you can have the utmost confidence. 

You can offer them to your customers 


with the assurance that you are selling 
them dependable service. 


Your own interest prompts immediate 
inquiry regarding the quick, certain 
profit-making opportunity offered by 
L&H Electrics. 


L@H ELECTRICS 


Hot Plates Heaters 
Toasters Flush or Wall Type 
Table Stoves Air Heaters 


Waffle Irons 


Urn Heaters 


Storage Type 
Water Heaters 


A.J. LINDEMANN &? HOVERSON CO. 
1245 Cleveland Ave. Milwaukee, Wis. 


Branches at 
136 W. 42nd Street, New York. 
L & H Bldg., 2626 W. Washington Blvd., Chicago. 
2159 North Speer Boulevard, Denver, Colorado. 
715 Bryant Street, San Francisco, Calif. 
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RR ee i a TE 
Four Big Sellers in June 





Combination 
Ice Breaker 
and Freezer 

ice to 


ce Cream 
Freezer 


For homes and in- 
Stitutions, Adjust- 
able on frame rods 
to various heights 
: n Sizes of 
reezers. No, ] for 
freezers from 2 to 
quarts, 





W avail- 


» el i 
Operated, ectrically 





Taylor Bros. Churn & Mfg. Company 
4460-62 Finney Ave., St. Louis, Mo. 








4, 
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"KENE X” K A PRACTICAL 
QUICK, SAFE 


PLUG & ie ae METHOD FOR 


a ies 


ETC. 






OAM 


The Plug and Receptacle Principle applied 
to Lighting Fixtures for Walls 


“KENEX” plug and receptacle have many advantages beside that of practical easy installa- . 
tion. ‘Their use enables the electrical contractor to finish and test his work, as fixtures may be quickly 
attached at any time, without soldering or taping of wires. There are no protruding, taped wires 
dangling from outlet boxes, endangering the decorator’s finishing work. A satisfactory selection of 
fixtures is assured as they can be easily “plugged in” “on the job” instead of on their confusing se- 
lection in crowded showrooms or from catalog. Fixtures can be readily taken down for refinishing, 
cleaning, replacement or when redecorating. 


“KENEX” is installed in a standard switch outlet box and requires no more especial alignment 
or centering than is given to any switch or convenience outlet device. All wiring connections are 
made to binding screw terminals. The electrical connection is made by “plugging in”. 

The mechanical support of the bracket is completed by anyone of three 
standard methods—threaded stud, two screw or French hook. 


Complete bulletins on “KENEX” sent on request. 
ORDER THROUGH YOUR JOBBER 


THE BRYANT ELECTRIC COMPANY 
BRIDGEPORT, CONN,., U. S. A. 


NEW YORK PHILADELPHIA CHICAGO SAN FRANCISCO 


Manufacturers of ‘‘ Superior Wiring Devices’? since 1888—-Manufacturers of Hemco Products 
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The PAS-KE 


Air Purifier 


Pure Air Everywhere 


The simplest, most efficient, easiest to 
operate of all Air Purifiers 


People demand pure food, pure water—now comes 
the demand for pure air. 


To promote health, to ward off respiratory diseases, 
to increase the efficiency of workers and to end the 
menace of stuffy, bad-odored rooms, the PAS-KE 
AIR PURIFIER is in demand everywhere. 


The PAS-KE AIR PURIFIER is an electrically 
operated device, which by releasing high tension 
electrical energy, clears the air and washes it clean, 
destroys all molecules of impurity and affords that 
same clear, invigorating atmosphere which is present 
after a severe electrical storm or high up in the 
mountains. 


Unlimited prospects. A positive necessity in every 
home, office, store, bank, factory, beauty parlor—in 
fact every place. 


The PAS-KE AIR PURIFIER is a swift seller, 
for it carries a low list price. It is a real money 
maker for you because the profit margin is generous. 


Mail this coupon for full information and details 
of our Special Dealer and Distributor’s Franchise. 
Here is a real money maker. 


PASKE PRODUCTS COMPANY 
10006 Carnegie Avenue, CLEVELAND, OHIO 








FRANCHISE COUPON 














: 
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ELECTRIC REFRIGERATOR 


Freezel equipment is built for heavy 
duty, with oversize bearings and 
reserve capacities. 

Thermostat placed for rapid ice 
freezing and fully automatic control. 
Simple—Quiet—Automatic. 

Six high quality cork insulated porce- 
lain cabinets. 

A refrigerator to fit every home at 
moderate prices. 


SP-9—9 cu. ft. all porcelain............ $395.00 
SP-7—7 cu. ft. all porcelain............ 355.00 
SP-5—5 cu. ft. all porcelain............ 240.00 


SK-9—9 cu. ft. porcelain and lacquer.... 365.00 
SK-7—7 cu. ft. porcelain and lacquer.... 330.00 
SK-5—5 cu. ft. porcelain and lacquer.... 220.00 
SE-45—4), cu. ft. enamel.............. 175.00 


A money making opportunity for distributors 
who can qualify. 
Write to: 


THE FREEZEL CORPORATION 
477 Main St., Gardner, Mass. 
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Improved 


Models 


{ Big-4 Color 
National 
Advertising 


Iq Campaign , 


a 

















\ares 


Dealer 
Window and Counter 
Selling Helps 


Increased Profits— 
Lowest Prices— 


Der OES 6 acdc aeuwenwndars Retail $10.00 
DO WU FO ow. ke cc cciscces Retail 6.50 
Pr I I a oo occ decseweees Retail 4.50 
7 TE oi kevin wceceennis Retail 3.95 


Other Polar Cub 


Electrical Products 


Order edar ly EN hi bh sdk scaneeaseasys Retail $19.50 
: ; TET CT TEE TS ee Retail 6.95 

Write for prices ee rrrcrerrnrrs Retail 11.50 

vice Extractor, (Sunkist) ............. Retail 14.95 

and catalog. ane ET OTTER CTO TT Retail 7.50 
SE 08s aldecxw desde xacapees Retail 4.95 

gE ee ne Er Retail 4.95 

PIN 460455405450 dewosaonens Retail 4.95 


The A. C. Gilbert Company 


NEW HAVEN, CONN,, U. S. A. 
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The New Decker 


Submerged Agitator Type 


Meets the Need for a Better 
Washer at a Just-Right Price! 


It’s different—it’s modern—it’s new! THE DECKER 
77—“‘a masterpiece crammed with improvements from 
wringer to casters”—gives you something to talk 
about. It has been purposel puilt for instantaneous 
selling eye-appeal—it cieciies improvements especi- 
ally suggested by women who use electrical washers. 
Trim—Sturdy—Compact—Beautiful—Colorful—every 
feature that appeals to the housewife. 


Have You seen this 1929 Achievement? 


READ THESE FACTS 


- 


1. Constructed on a 5 major unit plan. 2. So silent 
you’d swear it wasn’t running. 3. The most efficient 
washer you’ve ever seen in operation. 4. Priced 
just right for the public—with a wide margin 
for dealers. 5. Fully thirty improvements 
worth talking about. 6. Furnished with 
¥% H. P. gasoline engine for homes 
without electricity. Engine and 
motor interchangeable. 


Send today for 
prices andcomplete 
information on 


our sales and 
advertising plan 

















OMAHA 
NEB. 


L. M. DECKER COMPANY 


Also Manufacturers of Monitor and Decker Hand Power Washers 


» 4 
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Have you seen these latest 


McGraw-Hill Books 


on 
Radio? 


Radio Receiving Tubes 


By James A. Moyer, Director of University Extension, Massa- 
chusetts Department of Education and JoHN F. WosTREL, Instruc- 
tor in Radio Engineering and Supervisor in Charge of Industrial 
Subjects, Division of University Extension, Massachusetts Depart- 
ment of Education. 


296 pages, 5144x8, 181 illustrations, $2.50. 
In this book the essential principles underlying the operation of 
vacuum tubes are explained in as non-technical a manner as is con- 
sistent with accuracy. The book covers the construction, action, reac- 
tivation, testing and use of vacuum tubes as well as specifications for 


vacuum tubes and applications for distant control of industrial 
processes and precision measurements. 


Nilson and Hornung 


Radio Operating Questions and 
Answers 


By ARTHUR R. NILSon and J. L. Hornuna, Second Edition. 
267 pages, 5142x8, 91 illustrations. $2.00. 

This Look, and its companion volume, Nilson and Hornung’s Practical 
Radio Telegraphy, contain the essential information needed by 
students preparing to become licensed amateur and commercial radio 
operators. 

This second edition of Radio Operating Questions and Answers covers 
the latest laws and regulations governing radio operators and the 
operation of radio stations. 





Lauer and Brown 


Radio Engineering Principles 
By Henri LAvER and Harry L. Brown. 
301 pages, 6x9, 227 illustrations, $3.50. 
A thorough revision and amplification of this standard work on the 
underlying principles of radio engineering. In addition to all that 


material contained in the first edition which applies to modern prac- 
tice, much new material has been added. 


Moyer and Wostrel 


Practical Radio—New Third Edition 


By James A. Moyrrer and JoHN F. WOSTREL. 
A thoroughly revised edition of this practical book on radio funda- 
mentals. The book gives a clear explanation of radio receiving prin- 
ciples and apparatus In this revision chapters have been added on 
Loud Speakers, Eliminators and Chargers for ‘‘A,”’ “‘B” and ‘‘C’”’ 
Batteries and Vacuum Tubes. 











Moyer and Wostrel 
Practical Radio Construction 
and Repairing 


son 


By JAMEs A. MOYER and 
JOHN F. WoOsTREL. 


319 pages, 5142x8, 157 illustrations, 
$2.00. 





A practical book for the amateur con- 
structor who wishes to make his own re- 
ceiver; for the person who buys a com- 
mercially built receiver and wants to know 
how it operates, how to improve it and 
how to repair and keep it in repair; and 
for the radio dealer and his assistants 
who are called upon to test and repair 
radio broadcast receivers. 


—Order Now— 
Use This Coupon 


McGraw-Hill Book Co., Inc., 370 Seventh Avenue, N. Y. 
Send me the books checked. I agree to either return the books in ten days or 
send my remittance at that time. 
..Moyer and Worstrel—Radio Receiving Tubes, $2.50. 
..- Nilson and Hornung—Radio Operating Questions and Answers, $2.00. 
...Lauer and Brown—Radio Engineering Principles, $3.50. 
.. Moyer and Wostrel—Practical Radio, $2.50. 
..Moyer and Wostrel—Practical Radio Construction and Repairing, $2.00. 
NM career aoe eae Raise rae ave: wena rac ex ger aaa aca eU aban ec erro e Une aceupnaranNi cca eratel are wtoneeeye 
: NIB ca 58, Se hice actnsta eens etersGb AceraGa aL OraEST Steer ela Un Wi braliarh eu acel Gum ecunansiann eater ee 
J 
: BRENT eee ese eis eis NER AUTOS Oty Sat a lame SRT are 
= 
SO Lene oh on eo Oe ee I CC Ct 
(Books sent on approval to retail purchasers in U. S. and Canada only.) 
E.M.6-29 
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ELMCO Family Exerciser 











MANY SUPERIOR 
FEATURES 


distinguish the five different 
models of Elmco Exercisers 
and provide an immediate 
SELLING OPPORTU- 
NITY— 


Infinite Variation of Speed. 
Exclusive Elmco Stirrups. 
Three-Stroke Massage Variation. 
No Belts, Gears or Pulleys — 
Thus No Danger. 

No Fastening or Anchoring Re- 
quired on the Elmco Junior with 
Pedestal or the Elmeco Family 


























ELMCO Apartment Exerciser | Exerciser Model. 
(with Pedestal) ELMCO Portable Exerciser 

Y Ol | ( AN SE] ELMCO EXERCISERS 
With Your Present Organization 
Electrical Appliance Dealers . .. need increasing demand for healthful mechan- 
not stand by and see other accounts get ical exercise and massage by selling 
the cream of this new business. Elmco Exercisers—the most complete 
line of electric exercising machines built 

You too ... can capitalize the rapidly by one manufacturer. 


OUR PROPOSITION 


is attractive and our discounts very liberal of the ordinary exercising machine to as 
on the Elmco Family Exerciser and four much as the individual taste in efficiency and 
other models ranging in price from the cost exclusiveness may dictate. 


Write for our proposition and booklet, “The Charm of Perfect Health” 


ELECTRIC MACHINE CORPORATION 


Main Offices and Factory 
INDIANAPOLIS, INDIANA 
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Everything in Color for 
Standard Lighting 


Equipment 
Prepare for Edison’s Golden Jubilee 


Through wide publicity, thousands of Store Windows, 
Buildings, Streets, etc., will be appropriately color lighted 
on Edison’s Golden Jubilee—October 21st. 


For COLOR IN LIGHTING people 
buy from Reynolds—which means they 
must BUY THROUGH YOU. We 
have developed a special perma- 
nent, economical natural glass 
GOLD COLOR for that occasion. 
Other standard colors: 
Ruby, Green, Blue and 
Amber. 









For Cove or 
Indirect Lighting 


RECO Color Hoods— 
Standard in the fore- 
most Theaters, Audito- 
riums, Lodge Halls, etc. 
Exterior uses: Signs, 
Canopies, Billboards, 
etc. Dust and weather- 
proof. Holder prevents 
escapement of white light. Half or Full 
Type Hoods. 10, 25 and 50 Watt sizes. 


Inside or Outside Industrial Uses 


with wire guard for Elevators, Danger, 
Exit, Signal and Airport Lighting. 


Front and Back Stage Theater 
Lighting 


LACO Color Hoods: 100, 200, 300 and 
500 Watt sizes—for unusual and artistic 
effects. Used for Foot, Border, Prosce- 
nium Lights, Clusters, Lobby and Foyer 
LACO Color Hood pleasing architectural effects. 


Striking FLOOD LIGHTING 


Capitalize on the trend toward FLOOD 
LIGHTING of Buildings, Monuments 
and Fountains by selling RECO Circle 
Color Plates. Made for all standard 
Flood Lights. Plates fit back of lens. 
Special, natural color glass. 

RECO Rectangular Color Plates for 
RECO Color Plate Box Lights, Flood, Spot Lights or 

Lik: Olivets. 
a. 





Show Window Lighting 


Color increases interest in merchandise 
tenfold. It compels and focuses attention 
and heightens ‘“eye-sight value’ RECO 
Color Hoods snap quickly over the bulb. 
Can be changed instantly. Fit all stan- 
dard reflectors. 


RECO Street Lighting 


An economical, easily applied method of 
providing rich, colorful effects for Cele- 
brations, Pageants and Carnivals. Single 
or two-tone effects by using RECO Color 
Hoods and RECO Color Cylinders. Par- 
ticularly adapted to Edison Golden 
Jubilee. 


Bulletin No. 77 and 18-page folder in 
color, “PROFITS FROM COLOR” mailed 
upon request. Tie in with us and profit. 


Makers of RECO Flashers, Figuregrams and Small Motors— 
1/20 to % hp. 


2624 West Congress St., Chicago, Illinois 
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Perfected Line of 
Ground Clamps 


made in four sizes 
covers all needs up 
to a 4-inch pipe 


Made in one piece of copper through- 
out, Sherman Ground .Clamps grip 
tight and stay right. A combination of 
features makes them most practical 
and economical. They have the efh- 
ciency of high-priced clamps and sim- 
plicity of cheap ones and are an 
improvement on both. A screw 
driver only is needed to apply. 
This clamp can be equipped 
with the genuine Sherman 
Soldering Lug. Sherman 
Ground Clamps are 
stocked for immediate 


delivery in cartons 
Used extensively for of 100. 
grounding conduit 
work in home wiring. 


*Make 
H. B. Sherman 
Mfg. Co. your 
source of supply 
for Terminals. 





SHERMAN 


Patented—Approved 


Features 


Easy to apply — Saves time and 
money—Durable—Can’t corrode — 
Wraps around pi straight—Bolt 
can’t cut throug copper — even 
under tremendous pressure—Copper 
alone carries the current assuring 
perfect conductivity. It is the best 
Ground Clamp that can be used for 
—— soldered or solderless connec- 
ons. 


WE ALSO MAKE 
LIGHT GROUND CLAMPS 
IDEAL FOR RADIO 


Same design and construction as the heavy Sherman 
Ground Clamps, the only difference being in the lighter 
metal used. This style has proven to be very popular, 
because of low price combined with efficiency. Can be 
easily and quickly applied without soldering. 


*Headquarters for Terminals 


Sherman makes a high quality, complete, and economical 
line of Terminals, including Soldering Lugs, and wire 
fittings for Radio. Sherman Terminals are now generally 
accepted as the proper devices to use because of their 
exclusive features, advantages, and economy. 





SOLD THROUGH JOBBERS 











=| H. B. SHERMAN MPG. CO. 
bo | Battle Creek, Mich. cS 
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Consumption 
approximately 
4 Kw. per hour. 


Finished in Colors! 


EEPING step with the modern trend for color, 

Lamneck presents a new laundry dryer—at no 
increase in price. Covering the cabinet, inside and 
out, is a rich, crackle finish of oven-baked, grey 
enamel trimmed in bright green. You know what 
remarkable success the 


LAMNECK ELECTRIC DRYER 


met with in its old dress—but think of the sales stimulus 
this NEW finish will create. Progressive power companies 
who are now selling Lamnecks are going to sell MORE 
Lamnecks—and those who are not will never have a 
more opportune time to begin. 


THe W. E. LAMNECK COMPANY 
445 Dublin Ave., Columbus, Ohio 


See it at the N.E.L.A. 


4 pe Convention 
, and Exhibition 


Atlantic City 
May 31 to June 7 








Be sure to visit our Booth 
(No. 552) and see the 
CONOVER Electric Dish- 
washer in action. This is 
the portable dishwasher 
that requires no new sink 
nor plumbing. 


Highly Endorsed 


All models of the CON- 
OVER have won the ap- 
proval of Good House- 
keeping Institute, Deline- 
ator Home Institute, and 
Priscilla Proving Plant. 


CONOVER ,y” DISHWASHER 


It Washes—Rinses—Dries 


You canot say that you handle “Everything Electrical” 
unless you carry an electric dishwasher. You can be sure 
you have a line that is simple, durable, dependable and 
attractive by selling the CONOVER. Write for complete 
information. 


THE CONOVER COMPANY 
Dept. H-6, 140 So. Dearborn St., Chicago, IIl. 
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INSULATORS 


made of 


LAVA 


Lava as an insulating material has great 
dielectric strength and is therefore ap- 
proved by manufacturers of electrical 
instruments and appliances. 


Each lava part made to special design. 
Let us solve your insulating problem. 
AMERICAN LAvA CoRPORATION 


1423 WILLIAM ST., CHATTANOOGA, TENNESSEE 
Manufacturers of Heat Resistant Insulators 











PAT 


TAKE THIS OPPORTUNITY 
COMPLETE your Electrical Appliance 


Line and make Spring Sales 


ne 









For Scrubbing, actin, 
Polishing all Floors— 


You cannot choose a better time than now to offer these 
drudgery-saving domestic Floor Machines. A reliable ma- 
chine with as attractive a sales plan as you could hope to 
get. The machine is light enough for home use yet 
sturdy enough for commercial purposes. 
There’s a Big Profit in selling Hild floor machines. 
Secure the agency for your territory now. Write us 
today for complete information and descriptive circulars. 


Hild Floor Machine Co. 


108 West Lake St., Chicago, Ill. 
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All types, all capacities 
10 amp. to 200 amp. 


The Hartford Time Switch embodies more real and lasting 
value than has ever before been offered in any automatic 
time switch, including the special marine type eight-day 
clock movement. Especially adapted for lighting and all 
power lines, two rate meter service, electric signs and 
display windows, etc. 

There is a Hartford Time Switch in just the right type 
and capacity for every time switch purpose. 


Bulletins, Prices and information on request. 


HARTFORD TIME SWITCH CO. 


A. HALL BERRY, General Sales Agent 
71 Murray St., New York, N. Y. 


© HARTFORD © 


the time switch with 25 years 
of service behind it. 








Cash in on the demand 
for exercise with the 


NU-LIFE 


Puts you in position to make real money out of the intense 


demand for reducing and exercising machines. Its more 
scientific design and better construction eliminate servicing 
troubles. Extremely well finished. Mechanically correct. 
Operates at proper speed to give most beneficial results. 
Write or wire for dealer or distributorship proposition. 


The Oakes-Swenson Co., 1470 E. 19th St., Indianapolis, Ind. 











PLAY-O-LITE 


the convenient 
specialty for 
piano, bed, 
pulpit or art 
gallery— 





Play-O-Lite sells itself .... 


because of its unusual convenience—a_ port- 
able light that can be attached when and where 
it is wanted—and it is priced within the means 
of everyone. Discounts assure you of a nice 
profit. 


It is supplied in natural wood finishes to har- 
monize with any decorative scheme. 


A. Hall Berry 


73 Murray Street, New York 












When You Geta 


P Water System 


Youn ve Got Something fj 


| ) DRBRRRRRRR 






Increase your 
sales with 


ID Water 


. . built to 
General Motors standards of 
precision. 

P Water Systems show their 


THE RP line of Water Sys- Motors engineers . 


tems offers you everything 
you need to make money 
easily and quickly. It is backed 


by years of dominant national 


quality ... they’re better look- 


ee 


POewew eee ee eee 











meet price competition with 
extra quality and extra value. 
For example the remarkable 
new $75 Waterboy offers you 
a quality water system at the 
price of a “cheap” pump. 


Once you sell a 2 Water 
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System you can forget all 
about it. You'll not be bothered 
with a lot of annoying de- 
mands for service. For every 
RP is designed by General 


Investigate the profit possibili- 
ties of the RP line today. Learn 
why they are easy to sell 

easy to install. Find out about 
the amazingly liberal General 
Motors terms. 


v Write for par- 
ticulars .. 


. today. 
DELCO-LIGHT COMPANY 


Subsidiary of General Motors 
rboration 


Dept. Z-221 Dayton, Ohio 


Also Manufacturers of Delco-Light Electric Plants 


es ee 


WATER 
YSTEMS 


Products of General Motors 


The GOLD STANDARD of Quality 
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» LITE 


Electrical dealers and contractors are increas- 
ing sales and profits with GutH-LiTE. Beauty 
of design and remarkable lighting efficiency 


are available at a surprisingly low price. 


Gutu-Lire eliminates all ceiling shadows and 
the adjustable reflector controls the direction 
of the light vertically and horizontally. These 
features make it ideal 








Sf ies for office, factory, store, 
2 i iat hotel or school. 





| ieee _ | Aglite, the porcelain enamel 

‘ \ an | unit, is easily cleaned. Will 
AS Ff not rust, tarnish or peel. Ezas- 
iia ily installed, low in price. 





The FWwin FE. Gur COMPANY 


DESIGNERS - ENGINEERS - MANUFACTURERS 





vummnnmnmni eee, Equipment, ST. LOUIS, U. S. i 








Standard equipment 
mixer, bowl, whipper, 
polishing buffer. 


$115 


List Model M 





A Nationally 
Advertised 


FAST SELLER 


Stock up on the Gem Kitchen Mechanic and 
profit by the growing demand for it, stimulated 
by our national advertising in Good Housekeep- 
ing Magazine. 





It mixes, whips, beats, slices, extracts fruit juices, 
freezes ice cream—electrically. 


On exhibit at General Electric Pier, 
Boardwalk, Atlantic City. 


GEM APPLIANCES, Inc. 
280 Madison Ave. 
New York City, U. S. A. 


Electric 
Mixer 








SL 











Manufacturers: 


Sell 
Your 
products 





to the seventeen thousand 
electrical dealers and jobbers 
who, like yourself, read 
this page. 


Electrical Merchandising 
—a McGraw-Hill Publication 








Small Universal 
Motors 


1/100 to 1/20 Horsepower 


Also battery motors 
in fractional sizes. 


Write and tell us 
your problem. 


No. 44 


Manufacturers of Motors for Over Twenty-six Years 


KENDRICK & DAVIS CO. 


LEBANON, NEW HAMPSHIRE 














6 HEATS with this 
NEW PAD 


Fler —_ — pad is so designed Py 
that the label side runs 15° hotter 

than the other. With the 3-heat I Tewitt 
switch, the user has choice of six 

different temperatures. ; 


The radically new Wovenheat con- 
struction affords an even heat over 
the entire surface—takes less than 
half as long to heat up—eliminates 
all lumps and bunches—and provides 
far greater flexibility. 







Hewitt Electric & Mfg. Co. 


44 Brookline St., Cambridge, Mass. 


Heating Pads Electric Blankets 
Special Industrial Heaters 
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-SINCE 1895 


THE L ATES IN SURFACE TOGGLE SWITCHES — 
IN OUTLET BOX DEVICES 




















A line of ‘dependable’ toggle switches, permanently attached to 
Rating { : yon mee nk iron box-covers. Binding-screw terminals are exposed on the 
Under Approved by sete es is sign receptacles. Covers may be black, galvanized or 

Ficus az tee quer. Send for sample. 
Cat. No. 
2646-S.P., 34 inch HENRY D. SEARS, General Sales Agent 
mate aN : 4 me’ 80 Boylston Street Boston, Mass. 
2649-3-Pt., 4 inch EBER 
IRING exes 














: 
—Protect your deliveries! {| 


HIPMENT of refriger- 

ators, washing ma- 
chines, ironers, ranges, 
radios, etc., are protected 
against costly damage 
when fitted padded mov- 
ing covers are used. 


Samples of materials and 
prices on request. 


dain | LANSING SALES CO., 
ELECTRICAL - TESTI 
LABO 





























| 170 Harrison Ave., 
RBATORIE S. | Boston, Mass. 
Electrical Testing Laboratories Lansing Padded Moving Covers | 
804Street and East End Ave. New York.N.Y. | 








ills ‘ SMALL METAL STAMPINGS 
Sturievant Super-Silent 3 ACCURATELY MADE 
Electric Motors , Le 


The logical choice where 
quietness is essential. 
URNISHED in fractional H.P. 
sizes for either A.C. single and 
polyphase or D.C. Particularly 
well adapted for driving domes- 


for driving tic appliances and small ma- 
chinery. 











poate Oil gy "Me 
eltgueation—Aiding Sia- 4s) 
chines—Ventilating Fans— 
Unit Ventilators, ete. B. F. Sturtevant Company 
Hyde Park, Boston, Mass. 
Rranches in principal cities. PATTON-MacGUYER CO., PROVIDENCE, R. I. 





































MAKE A REAL PROFIT 


on small motor rewinding 








“saser| Wh REMC OLD 
WRENS LDER 


Busine RATERS 
UAR 
NEW HERO ARMY 





LYKNU Rewinds are guaranteed as good as 
new—and the saving is as much as $6.00 










» 
“SAY, FELLOWS! De you set “The 
9 a Wiremold Business 
Builder?’? You ought to—it’s free—and every electrical 
Y contractor will find it interesting and instructive. Con- 
tains news items, business building ideas. VALUABLE 







We operate the largest exclusive 
rewinding plant in the world. 
We deal exclusively in small 
motor and generator work and 





can make real profits for you. BLUEPRINT IN EACH ISSUE. 
Send us your burn-outs. Send in your name now for mailing list. Also get latest 
Wiremold Catalog and literature. KEEP UP WITH THE 
H. M. Fredericks Co., Lock Haven, Pa. WIREMOLD LINE—CONSTANT IMPROVEMENT, BUT 


NO RADICAL CHANGE. 


Armature Winding Specialists THE WIREMOLD COMPANY, Hartford, Conn. 
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POSITIONS WANTED 


WANT connection in the electrical industry. 

Age 31—married; have had seven years’ ex- 
perience as_ follows: Three years’ Sales 
Manager for large Central Station, two years 
handling Central Station contact for manu- 
facturer; two years organizing distributor 
organization for large electrical manufacturer. 
PW-234, Electrical Merchandising, 7 South 
Dearborn St., Chicago, Ill. 











SALESMEN WANTED 


Manufacturers Representative 

Manufacturer of complete line of massage 

and exercising machines has a few choice 
territories open for successful sales representa- 
tives. Our merchandise is so constructed as to 
meet every competitive requirement. To the man 
having a broad acquaintance with central sta- 
tions, department stores, appliance dealers and 
specialty shops we can assure a very generous 
return for effort put forth. Address The Burke 
Machine Tool Co., 7 Wood St., Pittsburgh. 








LIGHTING Glassware Manufacturer has terri- 

tory of Western Pennsylvania, including Pitts- 
burgh, also entire State of Ohio. Good propo- 
sition for a real salesman. SW-237, Electrical 


ae ene, Tenth Ave. at 36th St., New 
ork. 








SALESMEN AVAILABLE 


SALES available for long or short term, thor- 

oughly experienced men in sales organizing 
and personnel, hiring, training, sales meeting 
talks or in any way you need a pinch hitter. 


Churchill Associates, 34 S r 
Philadelphia. outh Seventeenth, 





VACUUM CLEANER PARTS 


Attachments, brushes, belts, bearings, 
wheels, assembly and motor parts and 
all else. Largest line. Highest qual- 
ity. Lowest prices. Rebuilt cleaners. 
All makes. Any quantity. All fully 
guaranteed for one year. Equal in 
action and appearance to the new. 


Representatives Wanted 
for all open territory. 


United Enterprises, Inc., 


13005 Athens Ave., Cleveland, Ohio 


General Electric Motors at 
4+ PRICE Guaranteed 


¥Y, H.P. Repulsion and Induction Type 
R.S.A 


These motors were purchased direct from the Gen- 
eral Electric Co. Motors are new, in original 
shipping cartons, and are guaranteed to develop 
their rated Horse Power. 


DESCRIPTION 
a te | eee rere $8.00 
Te WE OF Binns ce cenesadccenteccouenes $8.25 
Be et Bn coin ce neaaas se gesenas $8.50 


F.0.B. Fort Wayne, Ind. 
Type R.S.A., % H.P., Speed 1725, Volts 110, 
Cycles 60, Temp. Rise 40 C, Frames 1450-2450 
with feet, rigid or cushion base mountings. ; 
TERMS: Regardless of rating, 10% cash with 
order, balance Sight Draft Bill of Lading attached. 
Offered subject to prior sale. 


National Jobbing & Export Co. 
De é. “ ” 
192 N. Clark St., Chicago, Ill. 








Southern California Distributor 


wants line for exclusive representation. A 
young, growing organization will assure you 
gratifying results. 


RA-236, Electrical Merachandising 
520 N. Michigan Ave., Chicago, Il. 














BUSINESS OPPORTUNITY 


Health and Massage Machines 

Manufacturer located in small town near 

Pittsburgh, with exceptionally low manufac- 
turing costs, is in a position to manufacture 
that exercising machine you have designed— 
or can design and build one to meet your re- 
quirements at an astounding low cost. Now in 
production in building machines for others 
under private brand. Other models available. 


Address A. D. Williamson, 52 C t ; 
Pittsburgh. onestoga Bldg., 








SALES MANAGER 


Merchandiser and Industrial Engineer. 
Desires opportunity for creating larger 
results. Thoroughly funded in Sales 
planning and _ personnel training. 
Understands value of co-ordinated co- 
operation in merchandising. At present 
employed at fair salary but expects to 
earn more. Married, Age 36—Diversi- 
fied experience of fourteen years. 


PW-238, Electrical Merchandising 
Tenth Ave. at 36th St., New York City 


Vacuum Cleaner 
Armatures 


Rewound exchange price 
$2.50 each 

Rebuilt Vacuum Cleaners 

Eureka Hoover 
Vacuum Cleaner Parts and Supplies 
Hoover belts 10c 

Premier Duplex 512c 

Vacuum cleaner brushes 
rebristled $.50 each 


Here Are Some Real Bargains 


Pomranz Electric Co. 
4552 Sheridan Ave., Detroit, Mich. 














General Sales Manager or Assistant to President 


Executive with a background of 22 years with large interests, as engineer, 
sales engineer, executive engineer, national sales and advertising manager 
in electrical products of high selling resistance (as well as mechanical 
and automotive products), is interested in a business connection with a 
manufacturing corporation or public utility seeking the assets of experi- 
ence, ability and judgment which his broad business career has developed. 


Qualified to direct national sales and advertising; as assistant to president 
or general manager. 


Address P-235, Electrical Merchandising, 10th Ave. at 36th St., New York City 


WE WILL BUY FOR 
CASH 


LARGE QUANTITY OF 


ELECTRIC 
WASHERS 


New or Used 


In replying please give serial 
numbers, price and complete in- 
formation. 


The Home Appliance Co. 


940 Penn Ave., Pittsburgh, Pa. 








ELECTRICAL BUSINESS 


FOR SALE 


Located in the southeastern part of New York State. Doing business in a brick building: 
with 3-room apartment, and bath, upstairs; also basement: lot 90 ft. long, garage 18x30, 
adjacent to building. Long term lease; rent $60 a month. Does electrical contracting, 
handles electric washers and supplies. Also radios. Established 1921. No competition. 
Receipts $4,000 monthly, with an estimated net profit of 20%. Contracts and good 
accounts $17.000; completely equipped. This is a good-going business and worth in- 
vestigation. Full information will be given to reliable parties. Write 


NATIONAL BUSINESS BROKERS CORP. 


42 East Gay Street, Columbus, Ohio 








We pay top prices for your 
traded in Vacuum Cleaners 
Write for Price List 


Vacuum Cleaner Supplies 
Brushes rebristled and refinished $.50 ea. 
Belts for Hoover, $8.75 per 100. 

Bags to fit various makes, $.50 ea., lots 

of 100. 

Write for Bulletin 


Automatic Electric Service 
A Complete Appliance Service 
627 W. Lake St., Chicago, Ill. 























Highest Prices Paid for Trade In Vacuum Cleaners 


Send in your list of cleaners on hand. 
160 E. 28th St., New York City, N. Y. 


Ashland 4573 S & K VACUUM CLEANER CO. 
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EMPIRE GIVES YOU 
A Complete Line 


99 
jo-the-Minul® 
-O0" 


Electrical 


Appliances 


Empire gives you the most com- 
plete line of percolators on the 
market. They are made ina ono 
range ine sizes from 2 to 12 cu 
—“Urn” shaped—with straig t 
vine “Loving Cup” designs 
—built from solid aluminum or 
nickel plated copper — set off 
with attractive colored handles 
of green or blue. 


Thenthere’sthe Empire Sand- 
wich Toaster that toasts ready 
made sandwiches = ht in the 
home — Empire ‘ =4 Jack” 
Griddles, Waffle is at Irons, 
Three-Heat Pads, etc. — all big 
sellers, well known and profitable. 


of “UP 





8-Cup Electric Percolator 
Loving Cup Paneled Design 





Empire Sandwich Toaster 


NEW—-NEW—-NEW 


This year Empire gives youthree 
more new, practical appliances. 


Two electric stoves with one 
or two 6 inch heating units, 
baked enamel finish and heavy 
nickel plated legs—that provide 
quick heating and cooking. 


A new Milk Bottle Warmer 
made from highly polished alum- 
inum with ebonized handle — 
that gives mothers a handy, san- 
itary utensil for warming the 


baby’s milk. 





Empire Electric Stove 
6 inch plate — 660 volts 





Empire Milk Bottle Warmer 
Visit the Empire Booths 
215 and 217 
At The National Electric Light 


Association Convention, 


Atlantic City 


METAL WARE CORPORATION 
General Offices and Factory » TWO RIVERS, WIS. 


Minneapolis 


St. Louis 





San Francisco 


EXPORT DISTRIBUTOR: John H. Graham & Co., Inc. 
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Automatic Timer 








Thermostat on Oven 


Quick Heating Oven 






All Porcelain Enamel Finish 


Marion Built of Armco Ingot Iron 


Model 99 





Diamond H Reinforcing 
Switches 


Marion “Hand Laced” 


Elements 





Porcelain Enamel Removable 
/ Oven Lining 


Vie covers the 
widest range market 


An electric range that successfully 
fulfills the requirements and meets the 
purse of the average family has a 
broad and lucrative market. Marion 
ranges fill that bill. Model 99 for 
homes and larger apartments and 
Model 55 for compact apartments— 
feature these two numbers and you’ll 
be gratified with the volume of busi- 
ness they bring you. 


WRITE FOR CATALOG. 





Marion Model 55 
Successfully Made By 


Rutenber Electric Company: Inc. 
General Offices and Jactory 
MARION ° INDIANA 
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ELECTRICAL MERCHANDISING 


he Greatest Profit Building 
Household Appliance on the Market 





EALERS in electrical appliances 
and sporting goods tell us that 
Vita has greater profit possibilities 
than anything else they sell. They |@ ! 
are aware that Vita fills a long-felt need ["S\OS¢/ 
for quick exercise and safe reducing. iia 


Physicians and beauty specialists ap- 
prove Vita. They know the value of 
stimulating muscles, glands, nerves, 
circulation and internal organs. They 
recognize Vita as a safe way to reduce 
or to build up the body, reducing or 
building up any specific part of the 
body as well as the whole body. 





There is an increasing demand for Vita. 
People are realizing that 15 minutes a 
day Vita-lizing is equal to hours of 


BEYOND COMPETITION 


Two speeds — five stroke variations 








instantly attainable without mechan- golf, tennis and other sports for which 
ical adjustment—something no other they have littl im Thi opular- 

electrical exerciser has. Light weight, : y - i a uh es ; 
sturdy construction, life-long depend- ity is reflected in the sales of Vita 
ability — handsome appearance — all dealers. With this increasing demand, 

at a price away under any ; : 

comparable product. the Vita Sales Manual and liberal 
advertising and merchandising assist- 
ance, the success of Vita dealers is 

ol ee ee ee ° 
[------------------ oo assured. Send at once for full details. 

COUPON 


Use the coupon below for fast service. 
KNOTT & GARLLUS CO. 


3943 A Street, Detroit, Mich. 
Please send me full details of your dealer 
franchise, without obligating me in any way. 


Name 


‘ 


Me ee ee a ee ee 


Address 





























Certain defects were observed in 
this volume when it was received 
by University Microfilms, Inc. 
Since we were unable to locate a 
perfect copy, this volume was 
filmed as received. 


University Microfilms, Inc., Ann Arbor, Mich. 





